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ODHAMS Periodicals 


A.B.C. Net Sales Figures 


for the period JULY— DEC. 1953 


Woman... .. . . . 2,837,044 
John Bull . . . . . . 1,132,544 
Illustrated . . . . . . . 41,063,963 
Picturegoer. . . . . . . . 440,473 
Everywoman ... . . . . 329,920 
Ideal Home. . .. . . . . 160,918 
Mether . @&i>....4 £3) 8. $2,329 
Mickey Mouse... . . . . 447,797 
Melody Maker. . . . . .:. 79,846 
Hairdressers Journal. . . . . 30,231 
Poultry Farmer. . . . . . . 31,059 
Horse and Hound. . . . . . 44,305 
Kine Weekly ... . . « + 6,105 
Electrical & Radio Trading . . . 10,800 
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Haslam Mills controversy 


‘Bogus’ style and 
relative values 


Sin,—Haslam Mills may well 
have been sincere, as John 
Harris claims (January 28). I 
have never queried this. I said 

and I repeat—that his prose 
style was bogus. I agree whole- 
heartedly with Mr. Harris that it 
is no easy thing to write copy like 
that; it must, in fact, take years 
of grinding endeavour to reach 
such depths of artificiality. 

The other point at issue be- 
tween us is whether Haslam 
Mills’ copy ever sold the goods, 
I am naodly in a minority of one 


THIS WEEK 
New silk screen printing 
development—-page 240. 
NEXT WEEK 
Outdoor Hobbies and Sports: 
A media survey. 


in taking leave to doubt this. In 
the Haslam Mills Supplement, 
McDonough Russell wrote: 
“Many of us have long be- 
lieved that the ‘literary copy’ 
of the Haslam Mills school 
was, even in its heyday, about 
five yards above the heads of 
haif the market, and would be 
five miles above to-day.” 

Or again, Harry Henry is 

uoted as saying at a meeting of 
the Advertising Creative Circle 
that there is no evidence at all 
that the prose style of Haslam 
Mills has achieved the high sales 

of the products advertised, and 
that another approach might have 
done better. 

Perhaps some of the responsi- 
ble advertising men (from whose 
company Mr. Harris bars me) 
will offer their views on the 
Haslam Mills technique and its 
relative value. 

E. P. Towers. 
Se age | Manager, 
Fords (Finsbury) Ltd, 


To The Editor.. 


Lord Beaverbrook’s 
* , 
‘gift horse 
Sirn,—-As an advertising man, 
earning part of my living by 
promoting public consumption of 
oods, | cannot look Lord 
Beaverbrook’s “gift horse” quite 
so closely in the mouth as does 
Copytaster (January 28). 
Sull, as an old Bible student, 
I cannot fail occasionally to hear 
echoes of the old dictum about 
“man not living by bread alone.” 
It does seem to me that too 
much advertising propaganda 
and apologetics nowadays is con- 
cerned with trying to prove that 
the consumption of branded 
merchandise is the high end of 
human destiny! 
BARRINGTON BREF. 
114 Wigmore Street, W.1. 


Liaison with the 


local trades 


Sirn,—Like many other pub- 
licity clubs, we have not, in the 
past, worked in close enough re- 
lationship with the various 
Chambers of Commerce and 
Chambers of Trade in_ the 
counties of Berkshire and Buck- 
inghamshire, and it was an 
overture which was too good to 
be missed when the local 
Chamber asked if I could get 
them an authoritative speaker on 
the new Merchandise Marks Act. 

In consultation with Leslie 
Room, of the Advertising Asso- 
ciation, we “po successful in 
see ogy . G. Langdon 

vies, joint author of the legal 


text book on the New Merchan- 
dising Act, to undertake this 
duty. Asa result of the speech. 
20 column inches were devoted 
to the meeting in various news- 
papers. 

While the Berks and Bucks 
Publicity Clu did not attend the 
meeting of the Reading Chamber 
of Commerce, they were at least 
able to improve the liaison be- 
tween the Club and the Chamber. 

I. F. BUCHANAN. 
Chairman, 
Berks & Bucks Publicity Club. 


It all comes out in 


the wash 

Sir,—1 should like to protest 
most strongly against the tenor 
of the last two paragraphs in 
the article “Progress—at what 
price?” (January 14). 

| disagree with “W.A.C.” in 
his view that it was an example 
of public relations that misfired. 
Maybe, to an onlooker, the pro- 
gramme was not well organised 
and too short to do justice to 
either side but the whole sugges- 
tion and invitation to the house- 
wife and the launderer was 
arranged by the B.B.C. and was 
not a public relations stunt. 

But did public relations really 
misfire? To an onlooker at first 
glance this might have appeared 
the case, but judging from 
correspondence and _ telephone 
calls (from housewives and the 
male sex) from all over the 
country, the lady “over-egged 
the pudding” and so damaged 
her case, incurring criticism from 
her own sex and bringing gen- 


Twenty-five years ago 
February 1929 


New medium for advertisers was 


the talkies. British Publicity 
Talking Films Ltd. were adver- 
tising—"‘eye and ear in unison gain 
that favourable lasting impression 
that presages the urge to buy.” 
od * BS 
The monthly magazine Britannia 
accepted full colour advertisements 
for the first time. 
* * Bd 
The inventor of skywriting, Major 
J. C. Savage, announced that “the 
process of projecting advertisements 
on the sky at night is now techni- 
cally and commercially practicable.” 
ok ae 
The Liberal Party offered £1,000 
in prizes for designs, slogans and 
advertisements for use in a forth. 
coming « Yene 


ok 
Fur A Lid, was registered 


to launch a 
ecord. 


the In- 
Asso- 


as a limited compan 
new magazine, Fur 
a ok 
A Glasgow branch of 
corporated Sales Managers’ 
ciation was under discussion. 
* * 
Everybody's announced a circu- 
lation of 314,590 copies weekly. 
aK * * 
Advertising interests protested 
vigorously at the canvassing for 
space by the Stationery Office for 
the government supported Board 
of Trade Journal 


* ok * 

Siviter Smith Service Ltd., Bir- 
mingham, were appointed agents 
for Ferodo advertising. 

Bd * * 

Maclean's peroxide tooth paste 
was launched with advertising on 
the london underground using the 
slogan * i to the ar pal 

Ba 

Basil Butler Co. of eae 

opened a London office. 
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Clubman 
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MEN READ 
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eral opinion on the side of the 
laundries, thus tipping the scales 
on their side and showing the 
unreasonable and difficult custo- 
mers they have to contend with. 

(Miss) N. R. ELtts. 
Institution of British Launderers 


(The broadcast was also 
strongly criticised as poor public 
relations for the industry in 
“Power Laundry”—Editor.) 


It brought them 
back to work 


Sir,—How’'s this for an in- 
stance of the power of adver- 
tising? A manufacturing plant 
in the Panama Canal Zone em- 
ployed 20 local women. After 
some three months of steady 
and reliable = work, they 
failed to report. The manager 
offered more money and shorter 
hours, without success. Then he 
learned that his erstwhile em- 
ployees had satisfied their wants 
in the three months and could 
see no point in further work. 

So he wired a large mail-order 
house to send each of them a 
general catalogue and all 20 
were soon back at their jobs. 

PHILIP BARRON. 
Frederick Aldridge Ltd. 


Shell advertising 


Sirn,-We were interested to 
see Copytaster’s comments last 
week on our advertising for 
Shell with LC.A. and are grate- 
ful for the kind things he said. 

With regard to the two points 
of criticism, you may like to 
know that in forthcoming adver- 
tising we are making the point 
that Shell with LC.A. costs no 
more. As to the other point. 
all Shell petrol now contains 
LC.A. and the motorist will see 
the words “with L.C.A.” on every 
Shell pump. G. V. Nye. 
Publicity Manager, 

Shell-Mex and B.P. Ltd. 


knitwear & Stockings vic som » rocme 
A SPECIALISED TRADE JOURNAL WITH CONCENTRATED SELLING POWER 


Apply for 


particulars to Advertisement Manager, 


KNITWEAR & STOCKINGS 4 Hertford Street, Mayfair, London, W.!. 


Tel: HYD 755786 
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of dealing with 


One gets the impression, when dealing with 
various firms, that they fall into three broad 
categories—those who are customer-conscious, 
those who are what you might call “ over 
customer-conscious ”, and those who are seem- 
ingly unaware of the customer at all. You know 
this last variety—where, from the telephone miss 
upwards, they couldn’t care less whether you 
take it or leave it. Then you have the over- 
customer-conscious organisation, where they 
Uriah Heep you. You are “ sirred” thrice in 
every sentence, but they’re scared to tell you 
that they honestly can’t manage quite what you 
want. In other words, you are allowed to suppose 
that your requirements will be met, only to be 
let down later. At Gee & Watson we try hard— 
all of us—to be customer-conscious in the helpful 
sense. We don’t grovel to a client, but we treat 
him with the respect to which he is entitled and we 
do our utmost to help him in every possible way. 


CHETSAWIANTE SON 


111 SHOE LANE LONDON EC4 Central 6555 Eighteen Lines 
Northern Office at 4 Chapel Walks Manchester 2, Blackfriars 4660 


There are many ways 


Customers... 


PROCESS ENGRAVERS * ARTISTS AND PHOTOGRAPHERS * ADV@RTISEMENT TYPESETTERS © ELECTROTYPERS AND STEREOTYPERS 
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Service in the spirit of helpfulness 
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nearly 100 yards long. But after two years of patient and searching 
experiment British paper technology and craftsmanship had 
triumphed, and Aylesford Kraft began to flow into the world, as it 
flows to-day from modern machines like the one shown, in réels up 
to twenty feet wide. To make possible this everyday miracle and to 
maintain the unvarying strength and quality for which Aylesford 


MEDWAY PAPER SACKS LTD 
REED FLONO LTD 


Reed 


BROOKGATE INDUSTRIES LTD 
HYGIENE PRODUCTS (GREAT BRITAIN) LTD 
&. R. FREEMAN & WESCOTT LTD 


Portrait of the impossible 


It couldn't be done, said experts in other countries, when the 
Reed Paper Group prepared in 1929 to make kraft paper on a new, 
wide machine—far wider than any other mill had ever used and 


Kraft is now well known, only the finest and purest kraft pulp is used. 
Imported from Sweden, Finland and North America, its quality 
and moisture-content carefully controlled, the pulp is restored, 
before the great machines take over, to precisely the consistency that 
produces the best kraft paper. From them, as a result, comes the 
true kraft paper that is unsurpassed in its fitness for so many purposes 
—for bags, wrappings, multi-wall sacks. This is why Aylesford 
Kraft is now in such widespread demand that more kraft paper is 
being made at Aylesford than at any other mills in Europe. 


There ts no better Kraft than AYLESFORD KRAFT — made in Kent by British craftsmen 


ALBERT E. REED & CO. LTD 
Aylesford Mills, Tovil Mills and Bridge Mills, Maidstone 


THE LONDON PAPER MILLS CO, LTD 


EMPIRE PAPER MILLS LTD THE MEDWAY CORRUGATED PAPER CO. LTD 
THE NATIONAL CORRUGATED PAPER CO. LTD 
POWELL LANE MANUFACTURING CO. LTD 


REED PAPER SALES LTD 


Head Office: 105 Piccadilly London W.1 
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150 teld at 
Birmingham— 


Smalls are 
VERY big 
business 


EARLY 150 advertisement 
executives met at Birming- 
ham on Tuesday to discuss the 
problems and prospects of 
riassified advertising. 

They heard G. R. Pope, of 
The Times, assert that in 1948, 
34 per cent of the money spent 
on newspaper advertising in 
Britain went on classifieds. The 
figure in 1934 was 20 cent. 

This was the second Classified 
Advertising Conference promoted 
by the West Midlands Newspaper 
Executives’ Association in con- 
junction with the Herts and Beds 
Advertisement Executives’ Asso- 
ciation in association with the 
West Midlands and Herts and 
Beds Newspaper Socicties. 


New associations 


Proposing a vote of thanks to 
the speakers, Malcolm Graham 
(Express and Star, Wolverhamp- 
ton), chairman, Newspaper 
Society Advertising Committee, 
urged the formation of more 
local advertisement executives’ 
associations. 

The conference was presided 
over by A. L. Askew, president, 
West Midlands ewspa per 

the conference 


Society. 

Convenor of 
was L. J. Stallard (advertisement 
manager, Express and _ Star, 
Wolverhampton), assisted by a 
sub-committee of the West Mid- 
lands association. Press officer 
was R. W. Grundy (information 
a Newspaper Society). 

J. of The 
Pe ee Sey discussing “The 
development ‘of classifieds in a 
new medium,” said: 

“I am a great believer in link- 
ing editorial with classified ad- 
vertisements.” 

Mr. Brittain was determined to 
make classifieds a very important 
part of the new daily Recorder 
as he felt that a preponderance 


@ Continued overleaf 


“Birmingham Garette and 
Despatch’’ photograph 

At the openin 

Advertising 


Press Exchange); 
are Evening Telegraph”); 


onjerence: W. 
Brittain ( Recorder’); G. R. Pops 
(“The Times’); 


president, Newspaper Society; 


wIBRrT TAN 


of the Classi we 


T. G. Moore, 


A. L. Askew (“Coventry Evening Sunday, Ma 
sepraph’) ), president, West key to the 
ands Newspaper Society, There is likely to b 

Maj.-Gen. J. A. Bond (London 


P. L. Ball 


{THE KEY TO THE FUTURE’ | 


Theme of the Advertising Asso- 
ciation’s Conference at Bourne- 
mouth, Thursday, May 6, to 


Le oO Tae 
to be more fun, 


and a rather less intensive busi- 


m poet ate Kent yo leed golf chosen until speakers are 
Messenger”). a yw to include a ladies’ No decision has yet been taken 
~ yyh po a - on Sunday's 

even a civic recept w Bournemouth Publicity Club is 
sr nae pag be held, at which the golf represented on the Conference 

Lor iS. Lae ~ ay the prizes will be presented. committee by Leslie Miller. 
ararterly lanckeon of the Advertis, Business sessions will be held on The social side of the Conference 
; Association on Thursday, Friday and afternoon is being organised by Harold 

4. with a quiz the evening. Fish and Kay Murphy. 


This would be one session 
fewor than last year. 
Saturday will follow a similar 
— with a big buffet dance 
the evening to celebrate the 
Association’s 21s annivercary. 
Speakers have not been 
selected. 
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CLASSIFIEDS CONFERENCE—Source of steady revenue 


G. R. Pope criticises agencies: Short-sighted 
on classifieds ey 


"THERE are still too many advertising agencies which look 

upon classified advertising as a nuisance, and from which 
the newspapers get no help in creating this type of business. 
This was the charge of G. R. Pope, of The Times, when he 


addressed the Classified 
Birmingham. 

“I think they are short-sighted 
in their policy,” he added, “and 
I would ask them to try to realise 
what a great service classified 
advertising is to the public.” 

Mr. Pope said that classified 
advertising is often the best 
available guide to the character 
of a newspaper's readership. He 
wondered whether those who 
specialise in readership research 
would not stand to gain a good 
deal from studying the classified 
columns of newspapers. They 
might get a much better and 
more detailed picture that way 
of the type of reader than they 
would get from the ordinary 
questioning methods. 

To the newspaper classified 
advertising represented a source 
of firm and steady revenue. It 
helped, of course, to create circu- 
lation by drawing interested 
readers, The classified columns 

ere, in a sense, an editorial 
eature because come to 

d on them. 

“Classified advertisements ” 
were simply advertisements 
a together under a distinc- 
tive heading, the purpose of the 
heading being to guide the 
reader to the type of advertise- 
ment in which is interested. 

“I mention this rticularly 
because there is a danger that 
those of us who are close to the 
subject will overlook the fact 
that classified advertisements can 
outlive their usefulness and will 
ignore the need from time to 
time of ‘vetting’ headings,” he 


More Conference speeches are 
reported on page 226. 


continued, “The creation of a 
satisfactory new heading, in fact, 
gives a new talking point in in- 
creasing revenue and makes it 
plain that the newspapers are 
alive to every phase of business 
activity or whatever other part 
of the esential structure of adver- 
es the new heading might 
touch. 


“If you wish to win the small 
advertiser's confidence you must 
see to it that his classification 
appears regularly, and that it 
appears always in much the same 

sition in the paper, so that he 

imself can find it easily together 
with everybody else who is 
interested in his advertisement.” 

During the past year he had 
seen the expansion of a number 
of quite small firms into suc- 


Advertising Conference in 


*The Times’ has over 
5,000 on blacklist 


In reply to a question about 
delays on classifieds coming 
through an agency, Mr. Pope 
said that nts should be 
taught that ifieds were as 
important as displays, and 
deserved the same effort and 
speed. He knew of three 
small agencies that had built 

Ives up on classified 
advertising. 

Revealing that the average 
number of classification head- 
ings used by “The Times” 


should be reviewed to see if 
they were still doing the job 
for which they were created 

Mr. Pope also thought that 


that might » 
Times” “blacklist” was over 
5,000, he said. 


~7oe > 


cessful and py. busi- 
nesses, and one or two he knew 
were at present discussing their 
first step into the bigger display 
field. Speaking of the need for 
an office censorship of the adver- 
tising offered, Mr. Pope said: “It 
is no use just paying lip-service 
to good standards. We must, in 
— see to it that the classi- 
ed advertising columns contain 
nothing which makes us feel 
either doubt or anxiety.” 


Lessons from 


America 


ro? Ball of the Derby Even- 
ing elegraph, speaking on 
lessons to be learned from the 
United States, said: 

“The final impression I had 
when we left the U.S.A. was 
that the American newspaper 
manager believes that if you 
organise efficiently; if you 
promote intelligently; if you 
establish good public relations; 
if you show patience and 
courtesy and tact; if you train 
your staff in the art of selling; 
if you mix all these up and apply 
a liberal dose of genuine hard 
work, you can build a classified 
section of which you may well 
be proud.” 


The Westminster Provincial Press gr 
K. W. Bailey ( 
W. Walker (Bradford Telegraph & iach: 


ference, |. to r.: 
Gazette & Despatch’’); 


§ e Morrell (managing director, 


“Birmingham Gazette & Despatch” 
Howe (advertisement manager, “Bradford Telegra 
H. B. Elders (general manager, “Darlington & Stockton Times”): A. W. 


~ 3 at the Classified Advertising Con- 


vertisement manager, ‘Birming 


h & Argus’ 


Walsh (advertisement manager, “‘Northern Echo’’). 


@ Continued from previous page 
Brittain visualises 
‘smalls only’ local 


of classifieds was the mark of a 
“great” newspaper as distinct 
from one based on big circula- 
tion. 

Among methods that did not 
prove very successful, he 
admitted, had been the issue of 
25,000 10s. vouchers for free 
classifieds, and also the distribu- 
tion of over a million leaflets 

new 

He justified the use of free 
births, deaths, marriages and 
engagement announcements on 
the grounds of news value. 

Points made by Mr, Brittain 
were: 

He was not certain that with a 
new local paper he would rot 
have editorial and classifieds 
only—and no display. 

“I believe that newspapers 
could double their classifieds if 
they could teach manufacturers 
to sell new goods through their 
classified columns,” said Mr. 
Brittain. 

“Problems and snares with 
classifieds” were discussed by 
W. M. Whiteman, of Link House 
Publications, who publish Ex- 
change & Mart. e said that 
the most significant thing about 
classifieds was their reader 
interest, and in order to maintain 
this there must be a large pro- 

rtion of private ads. Most 

ink House journals charged only 

half as much for private ads. as 
for trader ads. and the staff had 
to be on the alert to prevent 
traders trying to “wangle” in. 

Advertisers’ own abbreviations 
were deprecated as they were 
often obscure or ridiculous. 
Accommodation addresses were 
barred as giving too great a scope 
to the petty crook and 
advertisements using such words 
as “First secures” were 
struck out. 


Readers respect 
the ‘local’ 


The satisfied customer is the 
best advocate of the classified 
advertisement columns which 
any newspaper could possibly 
have, said H. R. Pratt Boorman, 
of the Kent Messenger. 

“Usually neither the advertiser 
nor the reader knows one 
another, but they both know and 
respect their local paper, even if 
it is called ‘the local rag,’ and 
the advertising columns, par- 
ticularly of the classifieds, are 
born of that mutual trust and 
respect,” he said. 

“It is the newspaper’s duty to 
act as referee in any dispute 
between the reader and the 
advertiser, and if in the news- 
paper’s opinion an advertiser is 
taking an unfair advantage of 
its readers, 
it is up to 
the news- 
paper to see 
that the ad- 
vertiser is 
not only 
kept out of 
its own 
columns, 
but out of 
the columns 
of other 
newspapers 
in the coun- 
H.R. Pratt Boorman Py. 2 24 
mutual trust between the reader 
and the newspaper, and the ad- 
vertiser and the newspaper, 
which is the backbone of our 
industry. 

“Various Government regula- 
tions have weakened this mutual 
trust shown in the classified 
columns, but while the Labour 
Bureau can find work for the 
man who will accept any job in 
return for a pay packet, they 
find it difficult, nay almost im- 
possible, to satisfy the man with 

@ Continued on page 251 
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ADVERTISER'S WEEKLY 


TO ADVISE ADVERTISING ASSOCIATION ON 
PUBLIC RELATIONS 


Sir Stephen Tallents joins the 


public affairs committee 


Sir Stephen Tallents—of Post Office publicity and Empire 
Marketing Board fame—is joining the public affairs committee 
of the Advertising Association to act as adviser on public 
relations. This is the first positive step made to implement 


the Advertising Association’s 
confidence in advertising. 

Sir Stephen Tallents was 
founder-president of the Insti- 
tute of Public Relations. In 
1935 he won the Publicity Club 

of London 
Cup for his 
work in con- 
nection with 
ad v ertising 
at the G.P.O, 
and in recog- 
nition of his 
contribution 
to advertis- 
ing while at 
the Empire 
Marketing 
Board. 
From 1926 
to 1933 he 
was secretary to the Empire 
Marketing Board, and afterwards 
became G.P.O. public relations 
officer. In 1935 he was appointed 
controller of public relations at 
the B.B.C 

His war-time appointments in- 
cluded principal assistant secre- 
tary to the Ministry of Town 
a Count Planning. 

* See “Comme omment” page 230 


PLANNING IRISH 
CONFERENCE 


Five members of the organising 
committee of the Second Irish 
Advertising Conference visited 
Galway over the week-end to 
finalise arrangements with Gal- 
way members of the committee 
for the holding of the Conference 
on the week-end of May 21-24. 

The representatives from Dub- 
lin were: Dennis Garvey (chair- 
man, organising committee), 
William G. King (organising 
secretary), Albert Price (pro- 
ramme secretary), David P. 

uke and Frank Padbury. 


's plan for creating more public 


‘Express’ campaign 
is ended 


A brochure containing repro- 
ductions of the three advertise- 
ments used in the Daily Express 

ign to advertise advertis- 

is being sent to every M.P., 

all advertising agencies, adver- 

tisers, leading industrialists and 

to newspaper editors throughout 
the country. 

This may be the final fling in 
the campaign. L. W. Needham, 
advertising director, London 
Express Newspapers, told ADVER- 
TISER’S WeekLy: “We have no 
plans for the future. We feel 
that if the job is considered worth 
while others would like to carry 
on the good work.” 

Copy in the brochure, which 
has been produced by the agents 
for the campaign, W. S. Craw- 
ford Ltd., states: “From the four 
ale bar to the House of Lords 
abstract pronouncements on ad- 
vertising are issued with all the 
confidence of the partly informed 
behind them. Yet there is 
nothing abstract about advertis- 
ing. It is an essential fact of 
life. Countries where advertising 
does not exist are either primi- 
tive or imaginary. The form of 
society under which we freely 
choose to live bears no relation 
to them at all. 

“Advertising benefits the pro- 
ducer by increasing sales—of 
course, Individuals and the 
whole community profit from the 
influence of advertising on the 
economic system. Criticism of 
advertising is free and plentiful. 
At the Express Group of News- 
papers we think it is high time 
the case for advertising was 
made known with equal vigour.” 


‘Cinema attendances may recover 
as TV novelty wears off’ 


Three-quarters of the dro 
cinema attendances in 1950-52 
was due to television, it is esti- 
mated in a survey by two 
members of the Board of Trade 
Statistical Department. 

The authors (H. E. Browning 
and A. A. Sorrell) are not certain 
that this decline will continue. 
They stated, in a paper to the 
Royal Statistical Society: “As - 
it is too soon to be sure t 
cinema business will not recover 
= the novelty of television wears 


From 1949 to 1951 the decline 
in cinema admissions was about 
2 per cent a year. In 1952 the 
rate doubled. To a considerable 
extent this further contraction 
was due to the spread of tele- 
vision, stated the survey. 

STAFF REVELS 

The best staff event yet held was 

the opinion of more than 100 guests 
anchester Weekly Newspapers 

Ltd. who enjoyed last Friday even- 
Mt with directors H. Geldeard and 
rs. KL, Ek —_ J. Harrop, at 


“3D penpet file 
for Kellogg's 


What is claimed to be the} 
first 3-D puppet film to be 
made in this country, “Go to 
Work on Kellogg’s,” has been 

roduced for the J. Walter 
hompson Co. by Theatre 
Publicity. It introduces 
“Cornelius Cornflake” a 
character with yellow body, 
poe limbs, large eyes and 
ips that move in complete 
The Ske with the words. 

The Stereo Technique 3-D 
rocess, in which Theatre 

ublicit have _ exclusive 
rights for advertising films, 
twas used. The film is in 


Eastman Colour. 


“Cornelius Cornflake” jumps out 
of the pack. 


New evening for 
Rochdale ? 


Rochdale—10 miles north of 
Manchester—may shortly have a 
new evening newspaper. It will 
be printed in a neighbouring 


town. 

An old-established publishing 
house, which already controls an 
evening newspaper in the county, 
is behind this surprise develop- 
ment. 

It is understood that the pro- 
posal goes beyond the publication 
of a slip edition for Rochdale 
by the firm’s existing evening 
paper. 

Challenge to Manchester 

Manchester's two evening 
newspapers circulate widely in 
the Rochdale area. 

The title of the new ae 
which will be Lancashire's 
eleventh evening newspaper—is 
not yet known. 

Strongly entrenched in the 
town is the Rochdale Observer, 
which is published on Wednes- 
ae and Saturdays. 

eagwhile, activity at the 
Daily onl headquarters in 
Great Ancoats Street, Manches- 
ter, suggests that Lord Beaver- 
brook's long-awaited new evening 
pa r will also be on the streets 
fore very long. 

Space has been a'located for its 
production. Rochdale would 
come within its main circulation 
area, 


INTERNATIONAL SCREEN AD DISPLAY 


A display of international 
screen advertising in Brussels, 
sponsored by M. Vandam, 
managing director of Vandam 
K.M., the Belgian screen advertis- 
ing company, was seen by over 
500 Continental advertisers and 
agency men. 

Speaking in French, Neal 
Kirby—Theatre Publicity’s 
national sales manager—des- 
cribed to the convention the 
mechanics of distribution in 
Great Britain and the types of 
films and filmlets that were used. 
He went on to survey the scope 
of the Rank group of screen 


advertising companies and the 
flexibility of coverage and pro- 
duction consequently obtainable. 
He described Theatre Pub- 
licity’s overseas activities, both 
for British export manufacturers 
and for foreign manufacturers 
sending goods to Britain, 
Belgian, French, Dutch and 
English advertising films were 
shown. Various parts of the 
WN Kir were introduced by 
Kirby of Theatre Publicity 
Ltd., Bernard Boussec of Elbce 
Films, Paris, by W. Stanley-Ald- 
rich of Strong Electric Corpora- 
tion, London, and Peter Sachs of 
the Film Producers’ Guild, 


At lunch in Brussels ‘we? the doy g (left to right) W. Geesink 


Hagoort, Bernard ussec, 
M. Vandam, 


Windebank, 


ichonnier, ,. Sachs, Phil 
. Kirby. 


W Stanley Abblch and W. N 
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“ Nottingham Evening News" photograph. 


Sir Geoffrey Barnett (right) being received by the Nottingham Club 


president, R. W, Wright. Others in this roy are (1. tor.) A. Franklin, 
chairman o %,,f the Leicester Publicity Club, W. H. Cave, the Leicester 
president, Cragg, Nottingham Cub ‘chairman F. G. Cragg, and 
rs. Wright. 
Nottingham | 
fatoaee 
What Britain 
Book for Palace 
stands for 


Nn greatest nation in 
the world’’—astill seemed to be ‘‘the 
worst nation in the world to pe: 
licise itself and what it stands 
soic Ald. Sir Geoffrey Barnett, "a 
former Lord Mayor of Leicester, at 
the annual dinner and ball of ‘the 
a ay Club of Nottingham. 

cofirey, who is the vice- 
president of the Publicity Club of 
icester and the chairman of 


Club News 


Leicester's Publicity Committee, ex- 
poopene surprise that Nottingham 
no similar body. 
Good wishes to members of ‘ony 
other publicity clubs in the Mic 


lands were voiced by chairman 
F. G. C John Winford, chair- 
mar of Publicity of 
Hull 


Sponsored—but 


controlled 


There could be nothing harmful 
to the public in sponsored television 
broadcasts which were informative 
and edvcational but there would 
have to be control to ensure that 
the programmes had these qualities, 
said Major J. A, iveson in a debate 
at Hull Publicity Club’s monthly 
uncheon. 


le wanted an alter- 
naive, potetnen proeame and 
not m its being spon- 

provided it was properly 
controlled. 


Wolverhampton 


Messages on the 


IV screen 


Television advertising—when _ it 
comes—must be “good re 
first and good television second 
Charles L. Hutchings, TV and 
nae director of Erwin Wasey & 

Co,, Ltd, told Wolverhampton 
Publicity Club. 

If any message that is put on the 
screen is not sound and good, and 
well conceived in the sense of bein 


a good advertisement, then it w 
never make good TV advertising. 


archives 


Coronation Year “was a notable 
one for the Southampton Publicity 
Club,” A. B. Burnett, the setae 
secretary, told ~~~ By 
annual meeting. 

A _leather-bound copy of the 
fown’s official programme produced 
by a committee consisting entirely 

club members had been sent to 
a sy Palace to be placed in 
the archives there. 


Birmingham 
Parliament of 


industry 


Speaker at the Birmingham Pub- 
licity Association's January lunch 
was Alfred Edwards, prospective 
Conservative candidate for the 
Wrekin district of Shropshire. 
Talking on “Can Britain survive the 
slump,” he suggested the need for 
an Industrial Parliament to lift 
purely industrial matters from the 
day-to-day business of Parliament, 
which he considered to be more 
concerned with social well-being. 


At the same time members voted 
to raise their annual subscription 
from two guineas to four by 366 
votes to 82. 

Since the beginning of December 
the Club council have been investi- 
pins the possibility of leasing for 
4 i yous premises at 14 Fleet Street. 

They will now go ahead 

otiations for the lease. 

irectly the result of the vote 
was announced an appeal was 
launched for an unsecured loan of 
£2,000 by club menibers. Guaran- 
tors for the lease arc also being 
sought. 


Susan Weinberg, vice-chairman, 
and chairman of General Pur- 
poses committee, spoke of the 


efforts that had been made to find 
suitable premises to house the club. 
Nearly 50 per cent of the members, 
she said, worked in neighbouring 
districts, so premises in Fleet Street 
would be ideal. 


Daily meetings? 


Speakers for the he peopesel stressed 
the value of premises for 
entertainin ee. from the pro- 
vinces. t present the Club met 
once a fortnight. With its own 
premises it could meet daily. New 
sections could be formed. 

sion groups could meet and educa- 
tion courses could be held. 


One member deplored the 
attitude of the “dismal jimmies’ 
over the financial as an 


deplorable,” he sai 
biggest club of its kind in the world 
has no premises of its own.’ 

Many members agreed that the 
Club should have its own head- 
quarters but felt that 14 Fleet Street 
would not be suitable. Several felt 
the Club could not afford the step. 
Others thought there would be a 
heavy drop in membership. 


“Pride in our City.” 

Lrverroo. anp Disraicr Pup 
uierry Association, Annual Hot 
Pot. MeConnell’s Restaurant, 

Pumuicrry Civp oF SHEFFIELD 


on “The 
1 p.m. 
Monday, 
Barsto. snp West Pusiiciry 
Cius., Charles Thomes 


y by Lord Mayor of 


phy.” Slough Chamber of 
ree, Bath oe 7.30 p.m. 
, Febraary 9 


INCORPORATED ADVERTISIO Man 
aceas’ ASSOCIATION. ~“ need 
for an advertising manager.” 
Members only. Business Manage- 
ment House, 8 Hill Sweet, W.1. 


Horace Martin on “Paper and Ink.” 
omen'’s ApverTisino CLUB oF 
Sir Gerald Kelly 
on “Showing pictures wo 
public.” 7.30 p.m, 


AD VERTISING DIARY 


PUBLICITY Cis “* 
Visit to Pinewood ring 
Cross Underground Station. 1.30 

InstrruTe oF PUBLIC RELATIONS 
luncheon. Maurice J. Buckmaster 
on “Public Relations in Canada 
and U.S.A. through the eyes of an 
Englishman.”’ esbury Hotel. 
12.45 p.m, 

Disetay Propucers snp SCREEN 
PRINTERS’ ASSOCIATION annual 
mecting. Cafe Royal. 12.30 p.m. 


annual meeting, 8 Hill Street, W.1. 
6.30 p.m, 


Friday, February 12 
Pusicrry CLUs OF PETERBOROUGH. 
K. Bayes on “Designing for sale 
and purpose.” 
GLascow PusLiciry CLus 
heon. Alex Kennedy (junior) 
on “Hong Kong to Rangoon— 
Overland.” 
Baaproap PUBLICITY ASSOCIATION. 
President's night. 


London club decide to 
acquire own premises 


Members of the Publicity Club of London have authorised 
their council to acquire permanent premises for the club. At a 
special meeting at the Waldorf Hotel on Monday evening the 
Cate wes EY ee rer Gg Oe Se £0 7S ape. 


Pepruary 4, 1954 


Receiving guests at the Aldwych 


Club annual cabaret and ball at 
Grosvenor House were F. Howard 
Potter, chairman of the club, and 
Mrs. Potter (above). There were 
few formalities about the evening, 


and fs yam enjoyed an —- 
et and 
ee were 280 guests. 


Bradford 


New officers 


At Bradford Publicity Associa- 
tion’s annual meeting it was re- 
ported that the membership now 
numbers 87 and association 
is on a sound financial basis. 

The following officers were 
elected: president: E. Marriott; 
vice-presidents: the Lord Mayor of 
Bradford, Kenneth Parkinson, C. G. 
Powney; chairman: A. Wil- 
liamson; hon. joint secretaries: R. 
Shepheid and A. H. ; hon. 
treasurer: A. 7 hon. 
press officer: 

Of the pees executive 
. Howe, H. E. 


i 


What is smoked 


Recounting “The Story of 
Tobacco” to members a the 
Glasgow Publicity Club, Hugh K. 
Wakefield, advertisi of 

ree Dobie & of 
Paisley, said that in 


Of all men, 78 
compared with 3 
} average man con- 
cigarettes or one-third 
tobacco daily. 


Birmingham ous agency 
came into bein a monthly 
macting of the eatertenes Pub- 


to dew Association Associates’ Circle 
se a pilot scheme for market- 
a new firelighter. 
h of the associates at the 
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Agent denies ‘entertaining chorus girls and 
living like a lord’ 
“WENT THROUGH £55,000 IN 5 YEARS’ 


BANKRUPTCY COURT IS TOLD 


WHEN Charles Sidney Metcalf, aged 44, former managing 
director of Charles S. Metcalf (Advertising) Ltd., 


Brunswick House, Leeds, 
nation in 


for his adjourned exami- 


y at Harrogate last Friday he was asked 


bankruptc 
where £55,000 had gone in five years. 


At the previous hearing Mr. 
Metcalf admitted a deficiency of 
£16,683. He said he had controlled 
Charles S. Metcalf (Advertising) 
Ltd., which had gone into volun- 
tary liquidation, and he owed the 
company £16,333 on a loan account. 

Questioned by E. J. Parris, for 

trustees im bankruptcy, Mr. 
Metcalf said he was now paying 10 
guineas a week for himself and hus 
wife to live in a Harrogate hotel. 
He was employed by the White- 
thorn Press as a representative at 
£14 to £15 a week. ’ 

From 1948 to 1953 he received 
from his advertising company 
£15,000 in director's fees, and 
£10,470 in motor travelling and 
entertainment expenses. In 
same period his local account with 
the company increased by £9,617. 

Mr. Parris: So in five years 
£35,087 of the company’s money 
passed into your pocket? 

Mr. Metcalf: Taking those 
figures, yes. 

Metcalf agreed that he made 
£2,000 profit on the sale of a farm, 
and benefited by £3,000 on another 
farm. He said when he owed the 
company £6,716 in 1948 his per- 
sonal assets covered that sum. 

Mr. Parris: In five years you 
have gone through £55,000? 

Mr. Metcalf: If those are the 
figures they are giving in the 
accounts. 

Where has it gone?—You have 


@ Continued on page 26! 


Signs switch in 
Piccadilly 


A giant illuminated sign for 
Coca-Cola is expected to domi- 
nate Piccadilly Circus in the 
summer. Signs on the north side 
of the Circus—Windsmoor and 
Hennessy—are in the process of 


being removed. 
Behind the change is the 
recent 


purchase bY Charles 
Forte, the milk-bar “king,” of a 
large part of the property on that 
side of the Circus, including the 
Monico restaurant, 

It is understood that Mr. Forte 
has disposed of the frontage 
rights for a large sum. 

Mr. Forte told ADVERTISER'S 
WeekLy that negotiations were 
still proceeding. At the moment, 
he said, he was unable to confirm 
that the company involved was 
Coca-Cola. 

G. L. McLellan, general mana- 
ger of Borough Billposting Co., 
who have had the contract for 
the site for 40 years, declined to 
comment on the position. “I am 
not prepared to show my hand 
at the moment,” he said. 


Cardboard watches aid promotion 


Cardboard model pocket 
watches with which children can 
learn to tell the time have been 
used by Ingersoll Ltd., the watch 
and cloc company, in a 
national promotion. 

The models, 34 in. in diameter, 
have movable hands. Cut into 
the minute hand is a rectangular 
“window”; as this hand is moved 
round the dial the window dis- 
closes that it is “5S past”, “10 
past” the hour, and so on. 

With each of the “Time 
Teachers” an. illustrated leaflet 
is provided. On the backs of the 
model watches is copy suggest- 
ing that children should be given 
a real Ingersoll when they have 
learned to tell the time. 


Two-part campaign 
The campaign fell into two 
sections. he main rt, run- 


ning from October to ember, 
took in the busiest season in the 
watch and clock trade. Media 
used were the People, John Bull 
and the Radio Times. Highest 
single postbag contained 2,300 
separate requests and, in all, 


25,000 Time Teachers were sent 
out before Christmas. 

The second part of the cam- 
paign was the sending supplies 
of Time Teachers to school- 
teachers throughout the country. 

Handling of the comanign 
throughout was undertaken by 
Ingersoll. The Time Teachers, 

roduced by Caven Displays, of 

vicester, are printed on four- 
sheet Ivorex in three col 
black, red and yellow, 
varnished. 


Phoning classifieds 


in Ireland 
The Irish Times has intro- 


in Ireland. It was announced on 

Monday, and may be used 

all subscribers listed in the Iri 
hone directory. 

Melville Miller, advertisement 
manager, Irish Times, said that 
telephoned “smalls” will be 
accepted up to 6 p.m. on the day 
before publication. 
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At the o 
i Co. (Advertising) Lid. In the group above are standing (left to right) 


‘ohn H. Br 


own, Frank §S. Kott, 


Arnold E. Jones, 
Armstrong, W. Memory, John McConnell. 


al opening of the Midland branch, in Derby, of McConnell 


rummond L. 
Seated, Maurice H. Stokes, 


John Broughton, Charles E. McConnell, Claude A. Page. 
McConnell’s new office in Derby 


Civic, commercial and indus- 
trial representatives and some 
leading personalities in the world 
of advertising were among guests 
at the official opening of the new 
Midland office of McConnell & 
Co. (Advertising), Ltd., at 24 The 
Strand, Derby. 

The new branch occupies 
spacious offices in the business 
centre of the town. 

The guests included Drum- 
mond L. Armstrong, director of 
the Institute of Incorporated 
Practitioners in Advertising, and 
W. Memory, vice-chairman of 
the advertising committee of the 
Newspaper — Associa- 
tion, both of whom paid tribute 
to the McConnell group of ad- 
vertising companies and to 
Charles E. McConnell, the chair- 
man, who presided. The visitors 
were welcomed by Claude A. 
Page, McConnell’s Midland 
director who is in charge of the 
Derby office. 

Mr. McConnell told the guests 
that he had found plenty to 
encourage him in the expansion 
in England of a leading Irish 
agency offering scope for 


immense reciprocal trade, Among 
Midland industries were many 
who exported regularly to the 
Republic of Ireland. The day 
of haphazard advertising had 
finished and specialists were re- 
uired in or field of the pro- 
ession, he said. 

A welcome to McConnell’s on 
behalf of industry and commerce 
in Derby and Derbyshire was 
extended by W. L. Mounsey, 
secretary of the Derby and 
Derbyshire Chamber of Com- 
merce, which represents more 
than 400 firms in Derby and the 
county. Greetings were also 
offered by Cr. D, M. Cassidy, 
a member of Derby Town Coun- 
cil, chairman of the newly 
formed Derby Irish Society. 

The offices were formally 
declared open by John Brough- 
ton, now living at Matlock, 
Derbyshire, a former traffic 
manager for British Railways in 
the Republic and a_ former 
president of the Dublin Chamber 
of Commerce, 

Mr. Broughton referred to Mr. 
McConnell as “the prince of 
advertising.” 


WARNING ON AD STANDARDS 


A warning against the lower- 
ing of standards with the coming 
increase of competition has been 
given by Leslie W. Needham, 
director of advertising for Lon- 
don Express Newspapers. 

In a statement following his 
election as chairman of the ad- 
vertising committee of the News- 
paper Proprietors Association, 
Mr. Needham told ADVERTISER'S 
Weexty: “The coming year will 
be a most important period. 
Within the next 12 months we 
may see the decontrol of news- 
papers; larger newspapers, and 
more newsprint. 

“Tt will the purpose of the 
advertising committee to see that 
there is no lowering of stan- 


“Obviously it is easy to main- 
tain a code when things are easy 


and advertisements are plentiful 
but as soon as there is competi- 
tion there is the great temptation 
to lower our standards, We 
have got to see that this does not 
happen. 

“It will be a very disappoint- 
ing feature to me if, after all 
the hard work that so man 
peese have put in towar 

ilding up the standards over 
the years, as soon as we come 
to the tasting time we fall down. 

“I look forward to a greater 
co-operation between various 
representative committecs in 
organised advertising. So many 
of these committees do wonderful 
work in their own interests but we 
should see if we cannot work :o- 

her to a common end. It will 

most satisfying to me if this 
can be done.” 
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Appointments to 
NPA Ad Committee 


Leslie W. Needham, director of 
advertising, London Express News- 
papers, has been elected chairman 
of the advertising committee of the 
Newspaper Proprietors Association. 
Vice-chairman for the coming year 
will be W. Memory, advertisement 
director, News Chronicle. G. Smale, 
joint advertisement manager of the 
Daily Mail, has been elected chair- 
man of the joint recognition com- 
mittee and G. K. Le Fevre, ad- 
vertisement manager of the Daily 
Mirror, chairman of the joint copy 
committee. 

* * 


When advertising manager of the 
monthly “Junior Age,” Leslie w. 
Goss (right), resigned recentl 
| hag with the Blandfor 
id., 
scribed gold watch. 
presentation (left) is chairman and 


after 
Press 
was presented with an in- 
Making the 


managing Fy oy a. 
so in t photograph is director 

E. A. Cornea, 

- * . 

Frank R. who retired 
last year from the editorship of 
Dundee Courier & Advertiser, was 
honoured at a gathering of 140 
members of the Thomson-Leng 
staffs in that city on Saturday and 
entertained to dinner. Tom Leslie 
presi and welcomed representa- 
tives from London, Manchester, 
Glasgow, and, other district offices, 

_ . * 

A. W. J. Lindsell Stewart, for- 
merly generil manager, Leon 
Goodman Displays Ltd., has joined 
City Display Organisation Ltd. 

* * a 

Mary Lewer has been appointed 
sales promotion manager of D. H. 
Evans Ltd. She was previously an 
assistant account executive with 
Mrederick Aldridge Ltd. and before 

t was first relations 
officer with 1.C.1. 

- * a 

Author and sports writer Leslie 
Bell has been appointed managing 
editor of Weekly Sporting Review 
and Show Business. 

+ * _ 

Maurice J. Seymour, Dorset 
House press officer, is again respon- 
sible for the press arrangements of 
the National Power Farming Con- 
ference, at Cheltenham, next 
Tuesday-Thursday. 


J. Felix Greenwood, secretary of 
Scott Greenwood & Son Ltd., and 
Co editor of the 


firm’s journals (Paint, Oil & Colour 
Journal and the Pottery Gazette) 
jouned the board of the company 
on February 1. Felix Greenwood 
is a grandson of the founder of the 
firm (the late Thomas Greenwood), 
and Mr. Copping, who has been 
the firm’s editor for many years, is 
well known as chairman of the 
Paint Industries Club and a_vice- 
resident of the Oil & Colour 
hemists’ Association. 


+ * - 

E. S. Fairweather, for the men 
17 years sales manager of Modern 
Telephones (Great Britain) Litd., 
has been appointed general sales 
manager of Chaseside Engineering 
Co., Lid., Hertford. 


Transport sales 
promotion job 


The British Transport Commis- 
sion announce that R. W. Jolley 
has been appointed sales promotion 
eflicer in the commercial advertise- 
ment division of the department of 
the chief public relations and pub- 
heity officer, J. H. Brebner. Mr. 
Jolley has been connected with 
transport since 1927 and returned 
from Malaya after the war to the 
organisation and methods office of 

don Transport. He assisted in 
organising the commercial advertise- 
ment division in 1949, joined the 
division in 1950 and was appointed 
head of the administration of ad- 
vertising on road vehicles in 1951. 

. * 


* 

At the annual meeting of the 
West Midlands Circulation Mana- 
gers’ Committee, the following 
Officers were appointed: chairman, 


J. W. Taylor, Express & Star, 
Wolverhampton ; vice - chairman, 
Ralph 


Jones, Worcester Evening 
News; secretary, . Rush, 
Birmingham Gazette Despatch 
Lid. At the luncheon that followed, 
the retiring chairman, Len Millman, 
Birmingham Post & Mail Ltd., was 
given a presentation, and wished 


complete restoration to good 
health. John Rowlands, newly 
appointed circulation manager, 


Birmingham Post and Mail, 


f was 
welcomed to the committee. 


Innoxa (England) Ltd. gave a party 
for representatives of the women’s 
press to meet their new advertising 


and publicity manager, Joan 
Rothschild. Left to right are: 
Marion Moore (“Vanity Fair’), 
Joan Rothschild, Anne 
Wylton Dickson (Osborne-Peacock 
Co., Ltd., the Innoxa agents), and 
Olive Bird (‘Good Housekeeping’). 
* 


. * 

At the Publishers’ Publicity Circle 
annual meeting, two new commit- 
tee members were elected: H. van 
Thal (Arthur Barker) and David 
Patrick (Pitman). following 
remain in office for a further year: 

Ramsay (Newnes 
Pearsons), chairman; J. G 
(Dennis Dobson), vice-chairman; 
Dennis G. White (Macmillan), secre- 
tary and treasurer. 


| NEW DIRECTOR 


At a meeting of the directors of 
Austen-Johnson Advertising Ltd. 
held last week, the appointment of 
A. Handley-Jones to the board of 
directors was confirmed, the ap- 
pointment to date from December 
1 last. Mr. Handley-Jones started 
his advertising career with E. Walter 
George Ltd. in 1937 and remained 
with that a my | until 1940 when 
he joined oyal Navy. He 
joined his present company as en 
account executive, in January, 1951. 

. * * 

Eric Williams, blic relations 
account executive wun Foote, Cone 
& Belding Ltd., has been appointed 
honorary press officer of the 
Institute of Public Relations. 


E. S. Fairweather 


A. W. J. Lindsell Stewart G. C. Graver 
_ Bill Howard Patterson has 1¢- G. C. Graver, previously in 
signed from the publicity depart- charge of publicity and information 
ment of Thos. Cook & Son Ltd. work in British Geon Ltd., has 
to take up a position as account been appointed manager the 
executive with Rex Publicity. publicity and information depart- 
ment, British Geon Ltd. and British 


FAREWELL LUNCH FOR THE ‘BISHOP’ 


D. Macer-W advertisement 
representative of the Sunday Express, 
was guest of honour at a luncheon 

iven to him by his colleagues, with 
aslie W. director, pre- 
siding, at the Howard Hotel, last 
week, to mark the occasion of his 
retirement. “Dicky” Macer-Wright, 
more affectionately known amongst 
his friends in Fleet Street as the 
“Bishop,” first started on the Daily 
Express in November, 1919. Later 
he was appointed to the classified 
advertisement department, where he 
remained until 1924 before being 
transferred to the Sunday Express 
as a display representative. Mr. 
Macer-Wright who, after a long ill- 
ness, has been advised to retire on 
medical grounds, has been pre- 
sented with a half-hunter gold watch 
and chain by his colleagues of the 


combined advertisement staff of the 
London Express Newspapers Ltd. 


Leslie W. Needham, director of ad- 


vertising, London Express 
ra makes the 
acer- 


News- 
presentation to 
. M on his retirement 

from the “Sunday Express.” 


Resin Products Ltd. This is a 
newly criated appointment. 


* * * 
J. Miller, recently managing 
editor of the Daily Sketch, hus 
been appointed editor of the 


Evening Dispatch, Edinburgh, in 
succession to A. D. Mackie. 
* * * 
Overseas radio and _ television 
representatives in London have 
grouped together to form an asso- 
ciation, known as O.B.R.A. (Over- 


seas Broadcasting Representatives 
Association). : 
The chairman is A. Mithado 


(Netherlands Broadcasting Corpora- 
tion), the vice-chairman is T. W. 

p (Australian Broadcastin 
Commission). Other members 
the committee are Dr. E. Adam 
(North West Germany Radio), T. 
Haller (Swiss Broadcasting Corpora- 
tion) and Mrs. W. Warner (Nor- 
wegian State Broadcasting), who is 
secretary and treasurer. 
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»seand every week 


the Sunday Pictorial 


goes into 


in three 


The Sunday Pictorial, with an average net 

sale of 5,373,027 (July—December 1953) goes into 
every third home in Great Britain. It is read by 
every adult member of the family during 
Sunday’s hours of leisure. It is read at breakfast, 
during the morning, after lunch and in the 
evening. Advertisements are seen again and 
again on the best advertising day of the week. 

{n an age of rising prices the Sunday Pictorial 
acores where cost of space is concerned too. 
Compared with 1939 its square inch per 

thousand rate has increased much less than that 
of any other Sunday national newspaper. 
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CLASSIFIEDS CONFERENCE—‘A marked increase in promotion’ 


How to increase business from agencies 


READERSHIP RESEARCH ON ‘SMALLS’ 
PROVES HIGH ATTENTION VALUE 


It is a natural and logical step for the manufacturers of 
branded goods to support their display advertising by classified 


advertising Major-General J. 


A. M. Bond, a director of 


London Press Exchange, told the Classified Advertising 


Conference in Birmingham. 

Major-General Bond, who was 
speaking on the importance of 

ifieds from an agency point 
of view, said: — 

“There is no doubt that the 
classified columns are widely 
read—our own research surveys 
aaa that, in ly case of cer- 

newspapers in certain areas, 
the classified advertisements are 
more regularly and more widely 
read than are the editorial and 
feature articles. 

“Circumstances alter cases, of 
course, but, as a generalisation, 
and with important exceptions 
such, for example, as The Times 
and Daily Telegraph, classified 
advertising is read more. by 
women than by men and more 
in evening than in morning news- 


ay mol 
ajor-General Bond gave the 
following relative order. of in- 
terest in headings in a group of 
morning and evening newspapers 
a provincial urban area:— 
1. Miscellaneous goods, wanted 
or for sale. 2. Situations vacant 
and wanted. 3. Properties for 
sale and to let. 4. Births, Deaths, 
Marriages. 5. Motor-cars. 6 


Livestock, Medical, Financial. 
7. Businesses for Sale. 8. Enter- 
tainments. 


“This order of merit must not 
be taken as typical of the country 
as a whole,” 

he said. 
“Beyond 
livestock 
column 

would 

higher in 
an agricul- 
tural area, 
and we have 
a lot to 
learn about 
that most im- 
portant sec- 
tion of the 
the 


J. A. M. Bond press, 
vincial weekly publications, 
which it is not uncommon to 
find four pages of classified ad- 
vertising in an eight-page paper. 
“In my opinion, it is a natural 


and | step for the manu- 
facturers of branded to 


support their display advertising 


by classified advertising. At 
present that is not the general 
custom, but I venture to suggest 
that it is one which can be pro- 
moted by newspaper representa- 
tives in their direct contacts with 
advertisers, and one which will 
develop the more readily if those 
responsible for the make-up of 
the papers take steps to arrange 
their classified advertising 
columns more attractively than 
is, at present, sometimes the 


“From an agency, point of 
view, mewspaper proprietors 
could do a great deal to simplify 
the agent's work and, by so 
doing, increase the effectiveness, 
volume and _ profitability of 
classified advertising. 

“We consider that a make-u 
like that of The Times is ideal, 
both from the reader's and the 
advertiser's point of view, Head- 
ings are always in the same posi- 
tion so that the reader knows 
where to look for the informa- 
tion he is seeking. The type is 
neat and legible. 


Separate rate cards 


“I suggest that an entirely 
pe ee rate card for classified 
adv 


their classified with 
their display rates on one card. 

“Again, data such as the num- 
ber of average sized words per 
line; whether semi-displayed 
setting is permissible; a complete 
range of headings with the cost 
per line under each head; the 
range of type-faces available; 
whether series unts are 
allowed, would be of the greatest 
use to an agency. 

“Standard rate cards, measur- 
ing about 8 in. x 5 in. would 
facilitate filing and reference. 
We need wa a peer 
copies to su promptly 
and regularly as proof of inser- 
tions. 

“At present there is little, if 
any, uniformity. Some papers 
charge by lineage, some by word. 
We, ourselves, infinitely prefer 
a lineage charge. Some publica- 
tions render their invoices quar- 
terly; some monthly or weekly.” 


Why the medium is unique 


The president of the Newspaper Society, 
T. G. Moore, justified his description of the 
importance of the classified pages as unique 
by asking these questions:— 

Is there any other advertising medium 
that is in this way at the service of the 
man-in-the-street? Is there any class of 
advertising which is harder at working in 
advancing the hopes and meeting the needs 
of the ordinary citizen? Is there any part 
of a newspaper which has a firmer grip on 
its readers or which comes closer to the 
affairs of their daily lives? Is there any 
fact or feature of a paper which carries 
more weight with the professional buyers 
of display space than the volume of its 
small advertisements? 


T. G. Moore 


Improved presentation, extended 
scope of classified pages 


experiment—an_ entirely novel 
venture in advertisement promo- 
tion, he said, and he could not 
speak too highly of the enterprise 
of the West Midlands Newspaper 
Advertisement Executives’ Asso- 
ciation in devising and organising 
it. This year the Association had 
joined in arranging this 
conference by the Herts and 
Beds Newspaper Advertisement 
Executives’ Association. Each 
Association had had the support 
and assistance of its respective 
parent body of newspaper pro- 
prietors and of the Newspaper 
Society. 
The  planni of the con- 
ferences was a live and growing 


thing. 
Future prospects 

The newspaper industry had 
to face a future that might seem 
not particularly bright were it 
not for the confidence which 
they had in the services they 
offered both readers and adver- 
tisers. Newspaper production 
costs were heavy and every phase 
of -the industry—production, 
technical developments, editorial 
quality, advertising—called for a 
continuing study if the papers 
were to keep ahead of the 
demands made on them. Those 
present at the conference were, 
therefore, doing a fine thing in 
coming together to discuss the 
development of classified adver- 
tising. He believed that they 


Commenting that this was no 
coincidence he said that exten- 
sive use had been made of the 
“Mr. Small” campaign prepared 
in the West Midlands and of the 
advertisements provided by the 
Newspaper Society. 

But, he added, this move to 
advertise classified advertising 
was something much more than 
the mere use of ideas and sug- 
gestions prepared centrally. Many 
newspapers had devised their 
own campaigns and were operat- 
ing them with great ingenuity 
and success. Among some of 
the London papers particularly, 
the competition for classifieds 
was intense. Indeed, he won- 
dered whether there was more 
than a handful of papers of 
popular appeal which were not 
at this time making positive 
efforts to improve the presenta- 
tion and the scope of their classi- 
fied pages. 

Commenting on the fact that 
many people who had wished to 
attend the conference could not 
be accommodated, Mr. Moore 
advised the organisers to think, 
next time in terms of much 
larger numbers, for what they 
were doing in these conferences 
was important and likely to grow 
more so in the future. 

Last year’s conference was an 
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Papers will run 
trips to Paris 
exhibition 


Whole-page advertisements for 
the International Agricultural 
Machinery Exhibition, to be held 
in Paris, March 2-7, will shortly 
be appearing in British farming 
journals, 

Among papers that will be 
organising visits to the exhibition 

parties of readers are: 
armers’ Weekly, Agricultural 
Machinery Journal, Power 
Farmer and Dairyman, states 
R. C, Liebman, who has again 
been appointed P.R.O. to the 
Exhibition. 

County branch secretaries of 
the National Farmers’ Union 
have distributed 3,000 posters 
and 10,000 leaflets, printed in 
five languages, and it’s expected 
that about 10,000 British visitors 
will attend the exhibition. 
France will provide more than 
1,000 exhibitors, and there will 
be 225 entries from 15 other 
countries, including Britain and 
the U.S.A, 


More papers, 
periodicals 


The 1954 edition of The News- 
per Press Directory, published 
Benn Brothers Ltd., price two 
guineas, records 17 more news- 
papers in the United Kingdom 
and Ireland than in the 1953 
edition and 43 more periodicals. 
In the home press section the 
Directory records details of 163 
(compared with 164 in the 1953 
edition) daily and Sunday news- 


papers, 1,387 (1,369) weekly 
newspapers, including localised 
editions, and 3,887 (3,844) 
periodicals. 


In addition the Directory con- 
tains details of about 1,001 
directories and year books and 
9,886 overseas publications. 


More join ABC 


New members of the Audit 
Bureau of Circulations are:— 
Advertisers: W. T. Henley’s Tele- 

ph Works Co,, Ltd, S. C. 
ohnson & Son, Ltd., William 
Macdonald & Sons (Biscuits), 
Ltd., the Metal Box aneey. 
Ltd., the Parker Pen Co., Ltd., 
Peck Frean & Co., Ltd., Pepsi- 
Cola Ltd., Albert E. Reed & Co., 
Ltd., Ronson Products Lid., the 
Royal Automobile Club, the 
Society of West End Theatre 
Managers, Advertising agents: 
Samuel Cooper Ltd., Cogent Ad- 
vertising Service Ltd. Publica- 
tions: Falkirk Herald series. 


This window display in London by Garigue takes the 


publicit 
called a 


omotion with British European Airways. B.E.A. has 
hakespeare’’ on the London to Paris route, and Garigue, who 


‘orm of a joint 
an aircraft 


have houses in London and Paris, have lace tweeds called “Shakespeare.” 


HASLAM MILLS ANTHOLOGY A ‘MUST’ 
DIPLOMA STUDENTS ADVISED 


The following appears in the 
News Letter of the Advertising 
Association Diploma Students’ 
Circle: 

“If there is a copywriter— 
budding, practising or past 
master—who has not yet seen the 
Haslam Mills Anthology, that 
unfortunate is advised to beg, 
borrow or steal a copy of this 
ium immediately. 

“And not only copywriters. 
This ADVERTISER'S WEEKLY 
Supplement is invaluable to stu- 
dents of Division ‘C’. 


Object lesson 

“The Anthology contains some 
eleven pieces of Haslam Mills 
copy, dealing with a veritable 

ntechnicon of products includ- 
ing such diverse goods and ser- 
vices as, tinned milk, fabrics, 
newspapers, footwear, patent 
medicines and furniture. 

“This selection of the Master's 
copy contains an object lesson for 
any person who has to write for 
a living. This is not copy to be 
read and forgotten; it is prose 
to be read and re-read and every 
subsequent reading brings out a 
new and previously undiscovered 
gem of English.” 


TOWN CRIER AT DINNER 

The Town Crier of Hastings 
will help with announcements at 
the Institute of Public Relations 
annual dinner at the Trocadero 
on Thursday, February 25, when 
the chief guest will be Harold 
Macmillan, Minister of Housing 
and Local Government. 


Sell to 8,000,000 families through the 
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Diamond jubilee 
of Grantham’s of 
Reading 


In the process of preparation 
by Granthams of Reading is a 
book detailing their history as an 
advertising agency during the 60 
years since they were established 
in 1894. 

Founder was the late A. G. 
Grantham, and Miss M. G. 
Jackson, who was his secretary, 
became the sole proprietor when 
he died. Present proprietors are 
A. G. Grantham & Co., Ltd. 

The agency still operates from 
the original premises at 9/11 
Valpy Street, Reading, although 
the rapid growth of the last four 
years has made it necessary to 
acquire additional premises, a 
block of offices at 51 Greyfriars 
Road, Reading. After redecora- 
tion this block will accommodate 
the art director and the four 
studios which are devoted to lay- 
out, finished artwork, animation 
and photography. 


This is the Federation of British Carpet Manufacturers’ stand at the Hotel 


and Catering Exhibition. 


In the foreground is the unit which displays 12 


different carpets, one each from the 12 members of the Federation par- 


ticipating in the exhibition, 
which continually revolves. 


Each of the carpets is mounted on a board 
On the back is an illustration of an hotel or 


restaurant showing the carpet laid in position. 


Agency prizes scheme withdrawn 


The Times of India has with- 


. drawn a scheme for awarding 


prizes to advertisin 
an incentive to book more space 
in that journal and its allied 
publications. 

The competition had offered a 
prize of Rs. 15,000 to the 
accredited agencies that had the 
highest percentage of increased 
billing during 1954, subject 
to certain qualifying conditions. 

In a subsequent letter to 


agencies as 


agencies, A. Mendieta, advertise- 
ment manager of the Times of 
India, stated: “We have received 
comments from certain advertis- 
ing agencies . . . from which it 
is clear that the objective of this 
contest has been misunderstood. 
As we have always claimed busi- 
ness on merit alone and do not 
want any pag yy hm 
arise in any quarter, it has 
decided to withdraw the prize 
competition.” 
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= go the sales of two 4 | 

© progressive newspapers 
dels. covering MANCHESTER Fr 

= and the NORTH-WEST ss 


=—=— 


SIX - Be ie 7 ... ~~ aa +l 
MONTHS Daily Bispatch ‘Evening Chronicle 


EN DED Pap i): By 
31 COPIES PER ISSUE COPIES PER ISSUE 


= | wala 245,880 


1952 


31 


pec. 450.853 | 264,662 


1953 


These figures represent a twelve-months’ increase of 14,13! copies per issue for the Daily Dispatch 
and of 18,782 copies per issue for the Evening Chronicle. 


* You cannot cover this 
vital and prosperous market 
without these papers 


Kemsley House, Manchester 4 Kemsley House, London, W.C.) 


eas 8 oS . Se ae oc, a 7 er a ee: ae ae - 4 7 J ma 
— ones 
7 a i 
Fesruary 4, 1954 229 ee 
ee ; < i — on 7 , a 
esas Pips R ‘ % . 4 a, 
r is 
: ny 
: ra 
f i a 
f ! ' is 
i 
as ot 
; Pes, i 
et . . - : ae 
. 0. tae #4; | F 
3 4 é a na 
| 
/ 
| ; 
a 
r * ele 
k ey at 
2 i 
i, 
oe 
EB — 
, 
Mc 
Se tee ae 7 
ee J 
— 
Fr 
b> * 
eae 
oa 
as 
a) ee, a 
f fp i, y: 
7 
: 
ik eee af ae. dace yo ee, ae al cgi 5 aaa ay eh, ioe rae acegiee i; 
4 ; ¥ ak H is 7 na 
| zz ’ } ~ ’ 
aa i | . F ii... 
= ‘ % 4 : - A .. L ; , | a Pee br 1 i 
Ca Ti, See ls Pa fimet sie +e cote optics ae aa eda comes ie 
| bs 
iy * 
ps 
* p 4 
bel 3 i ae % : aie i : : y. ; a : . 


ADVERTISER'S WEEKLY 


COMMENT 


‘THE GOOD WORK’ 


a guaranteed income of £30,000 


his stake in advertising. 
Why should not the campaign 
for advertising rely on service 
branch 


from each of the in- 
dustry—also in p to 
its stake in adverti 

Three point plan 


What is needed now — and 
ly—is a three point plan: 

aa clear statement from the 
Advertising Association of 
what its campaign is to 
achieve, and an indication 

of the methods to be 


adopted. 
(2) An undertaking from the 
creative men that they will 


advertising it is essential to 
say so in advertisements, as 

well as in other ways. 
(3) Agreement between media 
owners and advertisers for 
provid- 
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An American salesman, newly appointed to a big ail in Britain, believes that 


we should— 


Get back to door knocking 


| foe there anything new in 
selling? 

The answer to that question 
is obably more eagerly 
sought than any other by 
everyone directly or indirectly 
connected with the movement 
of product from factory to 
consumer. 

We hear a great deal about the 
difference between selling in vari- 
ous parts of the world. No 
doubt, I havea lot to learn about 
selling in England. Frankly, 
I do not expect to find things 
very different. Perhaps different 
techniques will have to be applied 
but I am not sure, that, even in 
this field, those from America 
vary so greatly from the British 
variety. 

Our main tools in selling are 
very much the same as yours. 
British quality and products are 
hard to beat. In the States we 
are working hard to constantly 
style product more attractively 
and to tell the customer we have 
done so. 

The sales campaign has become 
a major factor in working the 
American market. In a typical 
campaign manufacturers give re- 
tailers extensive guidance and 
assistance in selling. Such cam- 
paigns are applied whenever a 
manufacturer feels additional 
selling effort is needed. 

In a recent programme, our 
company gave the full treaiment 
to a campaign for the sale of 
service parts and service works. 
Dealers received complete pack- 
ages of a variety of window 
stickers; point-of-sale displays; 
mats for press advertising; direct 
mail suggestions and io spot- 
announcements. In addition, 
there was a scheme for reviewing 
prospects lists and extensive 
effort was bent to meeting and 
defeating competition. This 
campaign was receiving wide 
acceptance when I left. 

The use of personal incentives 
has come very strongly into the 
picture for developing more 
enthusiasm in_ the _ retailer. 
ening | the past few years we 
have had a number of selling 
contests and programmes aimed 
at drawing additional effort from 

salesmen. Awards, with 
quotas for their attainment, are 
available to sation selling ape 
isations. Prizes range 
home appliances to extensive vaca- 
tion trips for salesmen and their 


‘Tansportation advertis 


GUEST COLUMN 


DAVID C. HANEY, 


director of sales, 
International Harvester Co. of 
Great Britain Ltd. 


wives. The practice of includ- 
ing the salesman’s wife in the 
awards of these ca 
become widespread 
the very substantial benefits “ 


worked in all sales campaigns. 

Training in retail selling tech- 
nique is becoming an important 
part of the sales programmes of 
most manufacturers and whole- 
salers. This has been d 
recognition of 
although a manufacturer makes 
quality product, 
acceptance of that product and 
consequently the manufacturer’s 
profits from its sale, are based 
on the man who writes the order. 
It has also been recognised that 
buyer’s market 
which has existed for the last 
14 years has produced a genera- 


for good quality wrappi 
papers. With the return 
more branded food products 
delay in delivery may be 
expected. 


® Butchers are showing keen 
in wrapping and 
packaging problems against 
the day when meat is off 


® Large-scale advertising will 
break shortly to introduce a 
new cigarette by the C.W.S. 


®One of the biggest biscuit 
manufacturers 1 
switch over entirely to pre- 


increasing de- 
from _ self-service 


tion of salesmen who have had 
actually little opportunity to 
learn to sell in the competitive 
situation with which we are now 
‘a sales schools are 
welcomed by the retailers and are 
showing promising results. In 
them are incorporated — training 
in both product and sale tech- 
nique. Great effort is placed on 
attempting to instil in the sales- 
man the idea of service in his 
—— The salesman who 
nows he is conferring a benefit 
on his customer is a good 50 per 
cent better salesman than most. 
The one who can show and 
rove to the customer that he 1s 
ringing him a benefit is the one 
most apt to get the order. 

I believe and results have 
proven this belief, that one of 
the oldest techniques of selling— 
demonstration—-must come k 
into the selling picture. 

And that brings me to what 
I believe to be the most import- 
ant need of all kinds of selling 
to-day—i.e., calling on prospects, 
The war years taught all of us 
bad habits by driving the cus- 
tomer to our door. He has every 
reason to, and should expect us 
to knock on his door; the sales- 
man who does not, cannot get the 
business. 


asked to incorporate panels 
in their displays to explain 
how advertising helps the 
community. 
® Recent tests of the pulling 
—_ of screen advertising 
surprised advertisers 
and research experts equally. 
Publication is awaited with 
keen interest. 


© 5 ee oe 


is to be started gy 
launderers in the N 
West. 

® Summer sales drives to sell 
refrigerators will be mounted 
at a record level. A deter- 
mined effort will be made to 
popularise home freezers. 


ROUND TABLE 
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“=z 


Which window are you looking at? 


= 


The one with life and movement in it ? These are the things most people look at. 
When you want design, drawings and photography with life and movement in them 
you could do worse than ring Design Group, Chancery 6451. We can produce 
something that people will really LOOK at, and what’s more, produce it on time 


DESIGN GROUP LTD 


1-19 NEW OXFORD STREET, W.C.1. TEL: CHANCERY 6451 (10 LINES) 
and at GOSFORTH, NEWCASTLE UPON TYNE, 3. TEL: GOSFORTH 51849 
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so successful that the lessons 
Eventually some 400 shops 


HEN Mac Fisheries 

approached Mather and 
Crowther to handle their ad- 
vertising it was at a time when 
fishmongers were beginning to 
realise that their competitor 
was not necessarily the next 
nearest fishmonger, but the 
grocer, the butcher and the 
baker. The national sale of 
white fish was making little 
progress. 

The date was August 1951. 
The meat allocation was increas- 
ing, branded goods of pre-war 
fame were on their way back 
and generally the housewife was 
getting a far bigger variety of 
oods from which to choose. 

Naturally enough, Mather and 
Crowther recommended research 
in depth and test marketing as 
the first steps, Perhaps the reply 
from their new clients was 
unique. “We have got 17 shops 
in Bristol and from these you 
can for the next 12 months con- 
duct your researches and test 
your theories.” 

From a preliminary survey of 


Hans Schleger (“Zero”) created 
“character fish,” subtly drawn 


and personable. These were used 
on all posters, showcards, press 
advertising and direct mail shots. 
Free gifts of Kiltie kippers were 
offered during the course of 
door-to-door calling. 


How ‘Operation Mac Fish’ 
was planned and launched 


Market research work of a 


particularly thorough na 
in Bristol concerning the public’s fish buy habits. The aim was to 
improve the merchandising techniques 
across 


of 
learned 


the test field, Mather and 
Crowther established two im- 
portant points. The first was 
that more than anything else the 
housewife wanted fresh fish. 
Secondly, many customers did 
not realise that they were shop- 
ping at Mac Fisheries. 

The first point led to the adop- 
tion of the slogan now used in 
all promotion material, “Mac 
Fish—Fresh Fish.” Having their 
own fishing fleet, the clients were 
confident they could live up to 
it. The second point made it 
obvious that one of the first tasks 
was to make Mac Fisheries shops 
easily identifiable. 


Everybody fully informed 


Before the launching of 
“Operation Mac _ Fish”—the 
name by which the campaign 
was dubbed by the M. R i 
boys—there were meetings with 
Mac Fisheries managers, district 
managers, supervisors and Bristol 
branch managers, so that every- 
body could see what was being 
attempted and why. Enthusiastic 
co-operation was obtained from 
the staffs of the test shops and 
at every stage the M. & C. mer- 
chandising team worked with 
them. 

The most important thing was 
to get the public into the shops. 
To this end, press advertising 
was launched in local newspapers 
and a_ 15-second filmiet was 
shown in the cinemas. Fish 
cookery demonstrations were also 
staged at electricity and gas 
showrooms, at meetings of 
Women’s Institutes and at domes- 
tic science colleges. 


Direct mail 


Heavy direct mail advertising 
was used in support. Postcards 
and letters were mailed through- 
out Bristol telling the public of 
various services offered by 
Mac Fisheries—filleting, delivery, 
credit accounts, and the tele- 
phoning of orders. These ser- 
vices had been in existence for 

ars, but had never seriously 
con brought to the public's 
attention. 

Everybody moving house into 
Bristol received a postcard from 


ture was undertaken 


ing 
Mac Fisheries. The results were 
are being applied in London. 
the country will be involved. 


One of the main 
initial aims of the 
sales drive was to 
get the public to 
enter the shops— 
and then to get 
them calling as 
regular customers. 


Mac Fisheries, Then there were 
sampling schemes. Some areas 
were discovered from which 
Mac Fisheries rarely got a custo- 
mer. Here door-to-door calls 
were made oflering free gifts of 
Kiltie kippers (the Mac Fisheries 
branded kipper) together with a 
postcard stating, “Call at your 
local Mac Fisheries for further 
service,” 

Delivery vans were redesigned 
and most of them carried 
posters. 

The publicity drive was taken 
into the shops and these were 


fish 


Important features of the 
Mac Fisheries sales drive 
arranged by Mather & Crow- 
ther following their market! 
research work “in depth’’> 
into the retailing of in 
, Bristol were— 


t @ Drastic tidying up of 
the shops. Improved; 
paint work and lighting. | 

@ Gay and colourful point 
of sale material. a 
designing of . delivery 

’ vans. ; 

4 @ Direct mailing of all 

‘ moving into the district. 

' Door-to-door calls with 

kippers as free gifts. 


, 


drasticall tidied up. Old- 
fashioned poultry racks were 
removed, cash desks repainted, 
and lighting improved. 

Gay and colourful point of 
sale material was brought in. 
Small showcards telling of the 
various Mac Fisheries services 
were introduced with such 
slogans as, “We always mark our 
prices” (something of supreme 


importance to the housewife) and 
“Of course, we'll fillet your Mac 
Fish for you.” Posters were 
brought into action with slogans 
such as, “Landed yesterday—on 
_ plate to-day,” and “Mac 
ish—so clean and fresh.” 

New price tickets and name 
tabs were designed. Then there 
were cash-desk stickers, hanging 
signs, a Kiltie kipper mobile, 
colourful border strips for 
re penn, | the edges of shelves, 
and coat badges for the staff. 

Hans Schleger, who signs his 
work Zero, was put in charge of 
all design work. He created 
“character fish,” subtly drawn 
and personable. These were used 
in all posters, showcards, press 
advertising and direct mail shots. 
One of these characters was used 
exclusively to announce special 
offers. He — became 
known as “Mr. Mac Special.” 


Importance of freshness 


Hand scribbled messages in 
chalk on blackboards are a tradi- 
tion in many fish shops, For 
this reason, scrawling “scribble” 
was introduced into all Mac 
Fisheries advertising. Posters 
with this hasty writing were 
specially designed to convey to 
the customer the idea of fresh- 
ness—the idea which the original 
survey had shown to be upper- 
most in the housewife’s mind 
when shopping for fish. 

a as a wrapping was 
banned. Special wrapping paper 
overprinted with the name Mac 
Fish in the Zero styled lettering 
was introduced along with gum 
tape, also overprinted, to make 
a really neat parcel to hand to 
the shopper. This carried the 
new campaign style and message 
right into the home. 


@ Continued on page 234 
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taking it to the shipbuilders... 


‘ ogame Od ee " ERT I ote ores 
. "428 aah, e a. " ’ : na 


y A 7 
sc 


IY 
Thon 


You don’t need a magic carpet to carry your sales David Alien Poster Sites 


can help you to extra sales 
message to the workers in the shipyards. throughout 


Throughout the shipbuilding areas, David Allens 
offer you complete coverage by means of Poster Stations 
designed for maximum appeal, sited to reach N.E. ENGLAND 


SCOTLAND 


the maximum number of viewers, and backed up by N. W. ENGLAND 
a service designed to help you get the best possible 
return from your investment in outdoor advertising. 


NORTH WALES 


N. IRELAND 
...and further, the shipbuilding districts are only 


some of the thriving industrial areas throughout EIRE 
which David Allen Poster Sites can put your message 
in the forefront of public attention. 


DAVID ALLENS 


David Allen & Sons Ltd., 7 Buckingham Palace Gardens, London, $.W.1. 
Telephone: SLOane 0711, Telegrams: Advancement, Sowest, London. 
Area Offices in Glasgow Edinburgh, Newcastle upon Tyne, Liverpool, Belfast, Dublin. 
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© ‘OPERATION MAC FISH” -continuea 


A tableau poe 
the London suburbs, 


Mien Fi 0 Preah tone 


he service offered by Mac Fisheries is touring 
Three 15-second fimlets are being shown in 


cinemas and the sales figures sent in by 160 shops are being 
carefully analysed. 


A strict eye was kept on all 
the aspects of this promotion. A 
weekly shop by shop sales 
analysis was made so that, at a 
glance, it could be seen where 
sales were falling or where they 
were rising. From these figures 
could be gauged the effect of 
specific items of publicity. “We 
gave ourselves a hard task and 
then critically analysed every- 
thing we did,” is how Mather 
and Crowther have described it. 


Increasing sales noted 


When the 12 months were u 

they were able to report 

to their clients with some en- 
couraging results. Mac Fisheries 
were satisfied with the increasing 
sales and the new interest in 
their sho that all this had 
breught about. New customers 
and the percentage of cash sales 
were steadily increasing. And so 
the 160 of their Mac Fisheries 
shops throughout the London 


As a result of what Mather 
and Crowther learnt at Bristol 
some of the display ideas have 
been revised. Display material, 
it was forcefully realised, had to 
be not only eye-catching but 
practical. New ideas being tried 
out in London include the intro- 
duction of Perspex showcards 
— easy cleaning) and a plastic 

ame for holding smal! posters. 
A tableau featuring the Mac 
Fisheries services is touring the 
suburbs. 

But the successful pattern of 
the Bristol campaign is still there 
and “Mac Fish—Fresh Fish” is 
the keynote. This slogan inci- 
dentally fulfils two basic 


product. 
(2) It contains the main reason 
for buying the 
Press advertisements are 
appearing in London eveni 
newspapers. Three 15-seco 


area are now getting the proven filmicts are being shown in 
Bristol treatment. cinemas. 


ROTAIRS 


are used by leading manufacturers 
throughout the world. For work- 
ing samples write or telephone : 
The Information Dept., The Miles 
Griffin Co. Led. 


/ . A. \ From October 25 to November 8 next a British Trade Fair is to be 
| Shs } held on a site covering a — square well, and five minutes’ walk 

\ ee from the centre of Baghdad. This photograph was taken at a press 
THE MILES GRIFFIN | | COMPANY LIMITED conference organised by O'’Sheas for the Federation of British 
4, SEATON PLACE, HAMPSTEAD ROAD, LONDON, N.W.1. EUSTON 3941 Industries. Left to right: D. A. Lamb, exhibition organiser. 


, explaining the layout of the site; Sir Norman Kipping, director- 
Unieed Kingdom Manufacturing Pater 700429 and patented in all leading countries. general of the F.B1.; and W. P. Edwards, information director 
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f POSTER SERVICES LIMITED 


All Forms of Outdoor Publicity 

F resescese 18 REGENT STREET omni 

p 81LePEc, PICeY LONDON . S Ww 1 WhITEHALL 0400/0 
EBARP/DLJ. 22nd January, 1954. 


D.A. Abrahams Esq., 

Messrs. Dominant Sites Ltd., 
52 Portland Place, 

London, W.l. 


SER aac oe 


Dear Mr. Abrahams, 


Schweppes Display -— Piccadilly. 


This afternoon, I went with a well-known 
advertising man to see the Schweppes site in Swallow 
Street. 


It was a unique experience. The whole time I 
was there, I was surrounded by a large crowd standing, 
reading, and taking in every. individual item of display 
and then going away with a smile on their faces. 


In the twenty odd years I have been in outdoor 
advertising I have never seen anything like it either 
in this country or in any other country in Europe. 
It is prestige advertising at its best and whoever was 
responsible for its conception and execution should feel 
very satisfied. 


Whoever follows on on this site is going to have 
a head-ache to equal this. 


Kind regards, 

Yours sincerely. 46: 

a 

Managing Director, sie 
POSTER SERVICES LTD. 3 


MANAGING TRECTOR, ©. A. m. PUPLETT, 


4 4H Pre ye 
ais te Tigi mma F fi, gem —— 
i oe yaa ee 


Schweppes a million 
ITES Lp. 


lace, W.1. 


Ten Lines ) 


52, Portland P 
LANgham 2050 ( 
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Natural Blue Fox 
cape. 2 in. deep.. 
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Advertising 


<0 


This advertisement 
brings to mind the 
1930s and some of 
the more shrieking 
bargain announce- 
ments then so fre- 
quent. The wares 
may be of the very 
best but they 


BUCKINGHAM PALACE ROAD - LONDON - SWI should be better 


SOME people are more sen- 
sitive to atmosphere than 
others, and typographical 
atmosphere in advertisements 
can be as potent as any. For 
by its typography and general 
embellishments an advertise- 
ment announces which drawer 
the product comes from, as it 
were. Let us try some ex- 
amples. Anything I have to 
say hereafter must, of neces- 
sity, be somewhat subjective. 
You may not all share my 
degree of sensitivity, but a 
good advertising man knows 
that his audience is made up 
of people with feelings of 
various degrees and takes note 
accordingly. 

The early part of the year is 


A NEW WEST END BRANCH 

OF BARCLAYS BANK 
hee been opened af Ite (ureen Revert, Wi, on the 
curves of Queee Gireet (telephooe Craevener 6794-6), 
sit the Manager, Mr. Ralant Lewis, will be plenend to 
help soroenere ard visitors who wm any wey jamie 


BARCLAYS BANK LIMITED 


th bank advertisements Roger Darcy thought the Barclays Bank version wonderful. 
oT oe oe ; The advertisement for the Bank of New South Wales 
As for the Mitsui Bank announcement 


would be willing to open a 15s, account there. 
compelled him to think of plank houses and shirt sleeves. 


presented. 


devoted to big store sales. Now 
I thought the Harvey Nichols 
sales advertisement, shown here, 
was smart and amusing, and 
gave the impression of sophisti- 
cation. The hand-drawn border, 
the clever sales placard with the 
word “sale” in a lively hand- 
drawn script and the condensed 
modern for the firm's name all 
tend to make the customer think 
that Harvey Nichols is a pretty 
lively, go-ahead firm. The only 
flaw, typographically speaking, I 
see in the advertisement is the 
line “Sale ends next Saturday” 
in an undistinguished antique 
face, which detracts from the 
general modern air. 


Take, in contrast, the Gorringes 
announcement, also shown here. 
I am not saying the ladies’ silk 
vests, the step-in belts and what 
have you are not of the very 
best, but the advertisement re- 
minds me terribly of the 1930s 
and some of the more shriekin 
bargain announcements we ha 
to put up with. It is in direct 
line with old-time direct mail 


Tatking of trade with Australia and 
a New Zealand... 
Lg | 89 = 7a% 
pe a 
. We ae 
> < ey experience of Auetral 


ote than ony other 
BANK OF NEW SOUTH WALES 


A LOROR OFTRIE HF Rrentrreete eee FCF = heme, emeee 


ene er 


How to 
create an 


By 
ROGER 
DARCY 


material, with reverse lettering 
and prices struck through. 

Perhaps I am too sensitive? 
Perhaps the women to whom 
these advertisements are aimed 
would have no such feelings. 
Very well, let us take a field in 
which we are all interested— 
finance. Here are my reactions 
to three bank advertisements. 

I thought the Barclays Bank 
advertisement was wonderful. A 
perfec: line drawing, the copy 
set in that nobiest of types, 
Bodoni, and a plain simple rule 
all round, give off an air of 
solidity and elegance. And the 
copy .. . such courtesy: “... 
and the Manager, Mr. Rolan 
Lewis, will be pleased to help 
customers and visitors to London 
in any way possible.” My copy- 
writing friends may disagree, bat 


Second and final week 
SALE ENDS NEXT SATURDAY 


The sooner you come the wider your choice froa. all the 
excellent reductions you'll find im every department— 
iotuding clothes, fashion fabrics, furnishings, household 
inens, china and glam. 


HARYE 
NICHOLS 


THE MITSUI BANK, LTD. 


Established: 1876 


The TEMKOKU BANK,LTD. hes reverted to the 
prewar title as from Janwery 1, 1954. 


Brancnes London @ om 
Representatives New York 6 Gombey 


—he would not give the institution a yen as a result of its advertising. 


He 
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Fashion Fabric Bargains 


MHOT DOUBLE OROANZA—WITH MOTRE 
EPTECT, THE TOP LAYER SHOT 
COLOURING, THE LOWER, WHITE 
36” wen Originally 33/9 SALE 19/11 
Dees CREPES, MANY DIFFERENT 
QUALITIES AND COLOURS FROM 

THE CONTINENT 

Originally 19/\1 to 45/9 SALE WO}- 
SROCADES —METAL AND NON-METAL 
BROCADES IN SEVERAL DESIGNS AND QUALITIES 
36” wipe Originally 29/6 t 69/6 SALE 20}- 
PURE MLE ROMAINE—IN SEVERAL COLOURS, 
REMAING OF A LAROE RANGE, SOME SLIOHTLY 
souen 36° wipe Originally 49/6 SALE 20}- 
SWE MATELASSE—TWO DESIONS WN 
A LARGE RANGE OF COLOURS 96” wine 
Oviginally 35/9 SALE 19/11 


PRINTED SRERSUCKER-— SEVERAL 


00D DENONS ON BOTH COLOURED 
AMD WHITE Gnounvs 36° wine 


Originally 9/11 SALE 4/11 


MARVEY MITHOL! 8 CO LTD 
or LONDON OE (nt OAR page) 


A smart and amusing advertise- 
ment, although an impression of 
sophistication is conveyed. 


I thought the copy was just 
about perfect too . . . short and 
sweet and to the point. I know 
it is not so, but from that adver- 
tisement I would get the impres- 
sion of a mildly opulent sort of 
bank building, with a top-hatted 
commissionaire, and a wise and 
courteous bank manager, im- 
peceably dressed, hair slightly 
greying at the sides, gravely 
agreeing to see me to discuss 
starting an account with 15s. 


Atmosphere important 


Next, take the advertisement 
for the Bank of New South 
Wales. Frankly, there is little 
wrong with this except the 
atmosphere, and it is atmosphere 
we are discussing. This speci- 
men gives me the feeling of 
having been thrown together. 
The line drawing is uninspired— 
nothing like the artistic standard 
of that of the Barclays advertise- 
ment—the name of the bank is 
set in that poorly designed sans 
face, Spartan, there are two 
badiy cut-‘and unmatched swelled 
rules, and a hardly readable line 
has been added at the foot, 
almost as an _ afterthought. 
General picture this advertise- 
ment gives me is of a wooden 
lank house, with the cashier in 
is shirt sleeves and everybody 
talking in those dreadful Aust- 
ralo-cockney accents, 

Then take the honourable 
Mitsui Bank announcement. The 


@ Continued on page 238 


“ ot S ‘ — ————E — : pits 
; —— ini 
ee = Pe 
| *, L ia ns 
SECOND WEEK’S OUTSTANDING OFFERS 
. _ 
: S : gauseeh os ydour’ — 
pote ater DR 
‘ ee me *“0!l- j Te cleny 47/. | 
} A 10!/-* pnt | 
' on ne ew mat - j 
eet en cow 
‘ gn ae ait 306!- printed i 
: port roy pit ' in gure ; 
ae \ een ins ree | 
; AA £5 / } | 
Ss ’ al 
\eo ges) atmosphere : 
Ton 39 SHOPPERS cect ea 
iy o , aw ’ 
| : i one FUR ‘e Aen | 
or BARGAIN ’ yo } 
@ \o- | oa : 
: Lined Re Sat 
o in. {aeaso™ : 
* el) £30 . 
; tits To clear Brera. qwct j 
ad Ui] ” 5,08" : Leh wn. | 
ik ee sa, MI gnass SAR ts Sn: | 
rom mnoe jacau® « «- 
Prope =, Wee 1 (1) | 
| x 40 a | 
ye hear Fun 08 vee ; 
ea 7 - a — 
| rion PS 
hod a wth ml 
F, Th! : . wD b ' TTT ae 
R / “ 
3 IMIQE aa 
p= Ther I 
ae = 
4 President Kiohire Sater 
Head Office: Tokyo, Japan 
AF x 9 Branches throughout Japan 
5 Qremens Pranshes & Regreseoter:-s: 
= J 
x a lll DR RB BBA AAA AAA 
+ 2 Bd ae % - ; ee peel 7 i bs - 5 z 6 et bike. ™ roe 
ray y 2 pas oe: | — i i Te be ae ae, » ° See, 


Fepruary 4, 1954 237 ADVERTISER'S WEEKLY 


Willem Hedins Company Led 


Oat rhlished W704 


a  Cdilla ‘lism age 


Telephone ” (WiTAN HOLLINS & CO iD 
Sey aw or 


"Nizella Meaghan’ 


Advertising Department, 
RWJB/MD. 


llth December, 1953. 


Brian Edsall, Esqe, 
General Manager, 
"FAMILY DOCTOR", 
B. M. A. House, 
Tavistock Square, 
London, W.C.l. 


Dear Mr. Edsall, 


We are delighted to find that the result of 
the editorial reference which you made to our 'CLYDELLA! Simple 
Sewing Book in the list of offers of samples made by your 

advertisers is that, to date, no fewer than 12,367 applications 
have been received for this little book. 


Having glanced through the list of offers 
described in the editorial to which I have referred, it does 
seem to me there must be many other offers more materially 
attractive to the reader than ours. I can only assume that the 
reason for the tremendous popularity of our offer is the impact 
of the colour advertising which we have done consistently with 


you over the past year. 


I feel I must thank you for affording us this 
opportunity to prove the value of sustained advertising in 
"FAMILY DOCTOR", 


incerely, 


ws. 


R. W. Bartlett, 
Advertising Manager, 
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Most of the 
really good ones 


are made by 


Autotype 


Autotype work can be seen up and down the country on 
exhibition stands (‘Ideal Home,” B.1.F., etc.), in displays, 
on the walls as large posters, in factories, reception rooms, 
travel agencies, showrooms, shop windows and indeed, any- 
where where pictures or diagrams can be used effectively . . . 
as singles or in quantity, in all sizes, monochrome or colour, 
or as transparencies for rear illumination. 


Advertising, publicity and display men who appreciate 
good work and expect an intelligent service from start to 
finish rely on Autotype. So could you—try us out on 
your next order! Autotype are a friendly lot, they 
work hard and well, are optimists and, possessing a sense 
of humour, get on well with everybody. What is more, 
nothing is too much trouble. 


The Autotype price list, together with an 
illustrated folder “Are you interested in 
giants?” , are yours for the asking 


AUTOTYPE *<=| 


AUTOTYPE COMPANY LIMITED, BROWNLOW ROAD, 
west EALING, LONDON, W.13. EALING 2691-2-3 


© HOW TO CREATE AN ATMOSPHERE ~continued 


a" 
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us Ad oer 
at nian lias dhatialliiind es 
dewer ee 
cost 

| NAPIER 


0. Merike ane bam LImITEe © teneom- we 


From a typographical point of 
view Roger Darcy considers this 
advertisement almost perfect. 


typography is in the 
extreme and the printing is 
awful. The newspaper which 
carried it must be excused, how- 
ever, as it is obviously a com- 
plete plate supplied from Japan. 
his announcement is set in a 
dreadful mixture of Metro and 
otesque types. The cut-out 
ine block of the bank is sheer 
Japanese copying of the worst in 
occidental artwork and archi- 
tecture, and the whole effect, to 
me, is one of veneer. I wouldn't 
invest a yen with them—even if 
I had a yen. 


4 


One of those “ not too little but 


too much” advertisements, There 
are far too many styles of type. 


This chap is too darned sen- 
sitive, I can see Sam Stodge, of 
Stodge’s Fanci-Products _Inc.. 
thinking (that is, if he has got 
as far as this), but I will try one 
more set of examples. 

Take these two industrial ad- 
vertisements—Napier and the 
General Group. Generally I do 
not like sans or grot typefaces— 
preferring those of classical 
origin, but I must admit they 
have their uses some times, par- 
ticularly in industrial announce- 
ments. From a typographical 
point of view I think the Napier 
job is almost perfect. The main 
text is set in Gill sans italic and 
the display in grot italics. With 
the excellent scraper board illus- 
tration these give off a feeling of 
power. 

In contrast, take the General 
Group advertisement. This is 
one of those “not too little but 
too much” announcements. It 
is full of different styles and 
families of type ee and hand 
lettering, thumbnail 
blocks, dots a i general messi- 
ness. 

Finally, I would like to deal 
with the “Three Castles” adver- 
tisement and here I am being 
completely subjective. I cannot 
see the point. I may be rather 
dumb, so will somebody tell me? 

I see it is a take-off of the 
Victorian joke, and I see that 
the small type in brackets (the 
last of which is missing, by the 
way) is also a take-off of those 
long . - lanations in early Punch 
jokes, but I think the copy- 
writer has missed the point. 
The “bucolic” Jenkins (in the 
illustration he looks far from 
bucolic to me—anzmic is more 
like it) is constrained to admit 
that, while the  “squire’s” 

rowess in the field left much to 

desired, his choice of good 
tobacco is impeccable. But I 
would say that “Higson” was not 
the squire but some nouveau 
riche out for a day’s- sport for 
which he is willing to pay. And 
why the repetition of “The Three 
Castles”? Doesn't the designer 
of this advertisement think we 
can read? 


20 for Misd. 


ul rl 


Has the copywriter missed the 
point? Darcy believes Higson is 
no squire. And why the 
repetition? 
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Four 
hew products 
in the papers 
that weren't there 
a year ago 


Advertisements only appear after a great deal of 
other work has been done—especially those for 
he ies Consumer research and marketing trials, for 
oie example, right from the days the product is first 
thought of. Package design, pricing, trade terms; 

o further enquiry into consumer acceptance and 
Glucose Tablets ~ retail and wholesale selling operations . . . In fact, as 
we are always saying: “Advertising Comes Last”’. 


And in this same year... 


FAMOUS ADVERTISERS—NEW CLIENTS During this same 
year Masius & Fergusson are proud to have been asked to 
prepare new merchandising and advertising campaigns 
for famous advertisers who have become new clients of 
Champagne Perry the agency. The products: include Dispel and Dip for 
Advance Industries Ltd. (the “Aspro” group of companies); 
Pepsi-Cola for The Park Bottling Company Limited and 
Pepsi-Cola Limited; and other products still on the 
secret list. 


MASIUS & FERGUSSON LTD. 
~ 10 Berkeley Square, London, W.1. Grosvenor 4774 
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The Screen Printing Process—6 


OM the works of Print 


BIG advance in the 


items such as would seriously 
puzzle a print buyer or tech- 
nician in other sections of the 
industry to determine, without ut although the litho poster was 
prior knowledge, that the silk printed in eight colours it is fair 
screen printing process had to say that the finished silk 
been used screen version in the five 
The cost of the necessary re- colours half-tone scored points 
search to overcome certain for richness of colour. More- 
difficulties has been considerable over, this richness gave an un- 
and for that reason this account usual depth to the flat paper 
of the way things are being surface 
handled at Print Processes Ltd. Is this development economic? 
may strike the very technical It is claimed that it is and that 
reader as incomplete. Certain as time goes on this fact will be 
valuable aspects and details of firmly established in that section 
the production of these cinema of the market calling for the 


and at least four extra positive 
colours were obtained. Art work 
for the broadside lithographic 
osier was adapted and used, 


posters have, however, been product. “What is an econo- 
ssed to ADVERTISER'S WeeEKLY mic quantity to print by this 
by the firm’s executives method?” The answer given by 
Let us deal first with the poster Print Processes Lid. is; “It 


for the film “The Robe,” which 
is reproduced by half-tone 
block. This was carvied through 
at Print Processes Lid. in a 
five-colour half-tone Trichroma- 


g 


depends on the nature of the job, 
but anything above 350 could 
be competitive.” 

The half-tone screen used 
throughout was 45 dot and the 


BUTCHER'S FILM SERVICE LTO 
erreeete 


YK 


PATRICIA DAINTON 


SYOMEY TAFLER 


This cinema poster was silk screened by Print Processes Ltd. who 

have spent a great deal of money investigating the possibilities of 

using the silk screen process for this purpose. They are now con- 

vinced that they have the technique exactly right. The method of 

reproduction used at one phase follows closely that of photo 
lithography. 


the silk screen studios 


Processes Lid., posters are now coming to be used by 
cinemas for advertising films. The quality of these posters is such that they 


would seriously puzzle any print buyer without prior knowledge to determine that 
the silk screen printing process has been used. It is claimed that this development 

is economic and that as time goes on this fact 
will become firmly established, 
however, given that a lot of capital expenditure 


application and technique is mecessary before — be a 
of silk screen printing has been pee 
made recently with the pro- tic set with yellow, red, blue, develop- 
duction of colour half-tone black and pink, in that order. ment will be 
cinema posters. From Print From these five colours a great of widespread 
Processes Ltd. are coming variation of tones was created interest. 
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A warning is, 


method of vegnetustion followed 
closely that of photo lithography. 

he same large process camera 
with half-tone screens and colour 
filters were employed together 
with the same expert knowledge 
and precision. This technique is 
still being employed. Negatives 
are retouched, turned into posi- 
tives and enlarged to the neces- 
Sary size or sizes. To those in 
the trade who know how a 
stencil is prepared and trans- 
ferred on to silk, it can be said 


Basic facts about the 
new development 
Opening this series of 

‘ 


articles about the silk 
screen printing process inj} 
+ADVERTISER’S WEEKLY (Au-¢+ 
ust 6, 1953, page 246), H.} 
,Ashford Down, president,; 
Display Producers and 

?Scroen Printers Association, 

wrote: 

» “Screen printing is to-da 

a major printing process wit 

unlimited scope for develop- 

pment. No longer is it the 

{poor relation of other 

4printing processes... .”’ 

About the new develop-{ 

} ment reported on this page 

4 the following two basic facts , 

¢should be noted:— 

@ Posters produced are} 
hard to pick out from) 
those processed theft 
traditional way. , 

4 @ Production via the silk 

screen is economic. 


that there is no change of method 
at this stage for colour half-tone 
work except that it must be done 
perfectly and on new silks. 

Colour dot formation will not 
permit even the slightest degree 
of clumsy handling and the 
training of men for this form of 
stencil making must in the near 
future receive the earnest atten- 
tion of the master printers and 
the trade unions. 


CinemaScoPeE =~ 
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obe 


MICRA BURTON JEAN SIMMONS 


VICIOR MATURE §=©— CHAE! «ENN 


The silk screening of this poster 
was carried through in a five- 


colour, half-tone Trichromatic 
set with yellow, red, blue, black 
and pink, in that order. From 
these five colours a great varia- 
tion of tones was created. 


What of the forsee applica- 
tion of colour through the silk? 
Apparently it his been proved 
that the hand pulling of the 
squeegee is not satisfactory for 
this class of work. Uneven pres- 
Sure gives uneven results and 
can easily defeat’a continuity of 
good work. Machine screening 
not only overcomes this funda- 
mental difficulty but increases 
output sufficiently to compete 
favourably with. the short-run 
lithographic work. 


Drying the colour 


One of the comparative diffi- 
culties of silk screen printing has 
always been the drying time of 
colour because it is impossible 
to place print on top of print 
as they come from the machine. 
Racks are used to hold the 
finished prints and these when 
full are wheeled away for the 
work to air dry. Fast running 
demands many racks—and many 
racks require much space and 
factory space can be very expen- 
sive in big towns. 

This point is worth emphasis 
because any firm must needs tie 
up a lot of capital before it can 
hope to produce specimens of 
silk screening such as come from 
Print Processes Ltd. Briefly, one 
needs large cameras with all the 
accessories including dark-room, 
arc lamps, half-tone screens, 
chemicals, plates, light boxes and 
at least one expert camera-man. 
Special retouching equipment 
and expert retouchers are re- 
quired on the premises to co- 
ordinate and carry through the 
process. It is also necessary to 


@ Continued on page 242 8 
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To focus interest on the uses now being found 
for L.C.I. plastics materials in the production 
of advertising signs and displays 


THE PLASTICS DIVISION OF 
IMPPRIAL CHEMICAL INDUSTRIES LTD. 
is organizing an Exhibition at the 


TEA CENTRE 


LOWER REGENT STREET, LONDON 
from FEBRUARY 15th — 20th 


IMPERIAL CHEMICAL INDUSTRIES LIMITED, LONDON, &.W.1 
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“Make it a Monotype” face: 


then we’re sure of being able 


to get just the right one for 


it—right for design, right for 


weight, and right for single- 
type printing quality !” 

There’s a Monotype" face 
for every advertising job 


THE MONOTYPE CORPORATION 


LTD 


Reg. Office: 55-56 Lincolns Inn Fields, w.c.2 
Head Office @ Works: Saifords, Redhill, Surrey 
*azo. rrape MARK Set in ‘Monotype’ Baskerville, Series No. 169. 


GORDONS 


OF MAN CHE STER 
SCREEN PRINTED 


POSTERS 
AND SHOWCARDS 


GORDON'S PUBLICITY LIMITED 
SHELL ~ OF ive geile 


TELEPHONE . bine oon 


SILK SCREEN SPECIALIST Ss 


AUTOTYPE 


WATER SOLUBLE 
SCREEN FILLER 


You will find this new type screen 
filler truly universal, for it resists 
all screen paints and adheres per- 
fectly to all types 
of screens and 
stencils. Write for 

free leaflet. 


AUTOTYPE 
COMPANY LTD. 
Brownlow Road, 
W . Ealing, London, 
W.13. EALing 269! 


AUTOTYPE 
The Photo Stencil 
Specialists 


© CINEMA 
POSTERS VIA 
SILK SCREENS 


got is 
, salen dé nepiitecis oe 


Ure 


Are ative of 
a show business 
— firm who 
seen these silk 
screen cinema 
posters has stated 
them to be the 
“*‘most exciting 
development . . . 
in print for many 
years.” In the case 
of one poster pro- 
duction cited in 
this article printing 
was in a five-colour 
half-tone Trichro- 
matic set. 


train an equally expert stencil 
maker and transferrer to silk. 
And when all that has been 
obtained one must acquire the 
silk screen printing machines, 
lots of — racks (at perhaps 
£100 each) and, finally, a great 
deal of space, and trained 
machine operators. 

If this does not deter other 
master printers from having a go 
at this class of work, it may at 
least convince the small man that 
he should not attempt it until 
he has a modicum of these 
things. 

Every master printer may _ 
ask the — “Does 
market justify the Pn ae 


The executives at Print Pro- 
cesses Ltd. maintain that only the 
larger firms can afford to say 


-and outlay?” 


* 


to develop in is direction. 
They believe that improvements 
and progress in any industry 
which provides a better. article 
at the Ln —- can do nothing 
but good trade as a 
whole. 

There is another thing that 
should be said about the position 
of silk screen processing to-day 
and which bodes well for the 
future. The craftsmen themselves 
are keenly alert and very enthu- 
siastic about what they term 
“The progress of the craft.” 
They are firm in the belief that 
higher standards of craftsman- 
ship mean, in the long run, better 
jf ten of lite an and more self 
respect. 


i, 


A CALENDAR of distinction has been produced by R. Foster 


& Co. (Display), Ltd., by the silk screen process. 


In order 


to epitomise craftsmanship from the early ages to the present time 
they reproduced Wedgwood “Jas a tang by this process for the first 


PROSPECT 0097 time. Weeks of careful research were spent upon the design. 
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Photography in Advertising 


Convincing shots from a 
two-by-four studio 


RTHUR BRILLIANT and 
Bill E. Jordan (recently 
returned to work after a long 
and trying illness) continue to 
turn out first class work under 
conditions that lesser-hearted 
men might be excused for 
terming “impossible.” I sup- 
pose their Gerrard Street, 
London, studio is one of the 
smallest in which I have ever 
seen professional advertising 
photographers operating. You 
couldn't swing a mouse there, 
let alone a cat. 

Yet in that two-by-four was 
created those convincing overseas 
shots featured in recent Air 
Ministry advertising for W.R.A.F. 
recruiting. I like the shot used 
in a recent Vogue—a W.R.A.F. 
Squadron Officer in Far East 
khaki (see illustration). She's a 
sensible-looking lass—not too 
glamorous, so that the shot says 
“phoney”; robust-enough-looking 
to be believable—see those nicely 
muscled arms, and the strong, 


By JOHN HERON 


capable hands. The background 
is just right; authentic, not too 
obtrusive. But I can't forgive 
Brilliant for one _ thing—he 
allowed the model to retain her 
over-long, inted nails. No 
Squadron O ever got away 
with nails like that—not on duty, 
that is. 

Fortunately, the illustration (in 
Vogue, — was not y - 
enough for nails to 
noticeable. Yet it does seem a 
pity when every other detail 
seems so right to miss a trick 
like that... . 

(Department of “But Why?”— 
I have just noticed that in the 
Vogue illustration, as appearing 
in November issue, the same 
shot as here reproduced is used 
—but that the girl has been 
“demoted” to junior officer rank 
—she appears as a one-stripe 
girl. Now ... whatever caused 
the Air Box to change its mind 
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Arthur  Berilliant's 
easing shot for 
R recruit- 

” John 

, “why 

was she demoted?” 


Could it be that 

pretty young Squadron Officers the artist. . . 

- » » 18 attractiveness reserved ex- 

clusively for the lower ranks?) 
Incidentally, Masius and Fer- 

gusson saw to it that Brilliant’s 


t 


re are no ings so used 


name appeared alongside the motoring press. _The heedin 
Vogue reproduction advertise- all cases, is 
I wish it was common at...” and pn shot features 
practice to have the photo- a pretty driver at the wheel, with 
grapher’s mame appearing in a fashboar 


ADVERTISER'S WEEKLY 


about her rank and to have two 
of her three stripes panne out? large proportion of artists’ draw- 
Cc 


advertisements. Why not?—a 
carry the name of 

Another Brilliant-Jordan scries 
that has caught my attention is 


that for Smiths me acces- 
sories—whole 


d, including a number 


We invited 


speak to 


Telephone: CENTRAL 4211 - 


the Paper Consultant! 


to discuss printing matters 
if Spicers Paper Consultant is there. 


His suggestions on paper 
will help you to get into print 
with all the impact, 


originality, (and economy) you could wish. 


spieer’s 


You have so much more chance 
of achieving success when you meet 


19 New Bridge St., London, BC4 


7 _ << . 
7 
- 
7 _ : ue oa 
i ’ - Sag 
re ee 4 Basis, 
a . b> / i 
ae ye > pe 
m~ r ‘ pam. 
7¥ a“ P 5 1 ihe 
a «a t ‘ ee 
f ~ a 
Po i , +) ] ' ry % 
; : ney ah, 
a 
A j ; . " 
— BEN 
pr . <“ : ~ = 
os { : * 
> a . a va 
, q D¢ : é i. 
tte or 
‘wen | on 
>, t _ ae 
. 7 ‘ "tal 
“ re a 
Be Or 
cast.» m : aire | | 
mn OP ees: 
ae 
4 
i 
“S 
aE 
———_—_—___——_—-———— OO rr - — re ——-——— a — — —_— i 
a 
): 
- ; 
a a 
. , ne 
ee NO | 
ee ; 
ny 4 : 
a pte, 7 
“he > alae _ 
- ae ae oa 
va a Resi Je 
2 : ies wr 
a 
, , Se nmi “a 
* eerie ‘be 
4 ie , 
be) ame 
A are ot 
— . 
- be: 
; é. : hans Me 
<i is 
i a iM t (A ‘° " x 
j f . . 
A; j A 
fe, 
; 7 
a 
Che sai ‘ if — Pe a ; . i a Se ps . At pee ae Pst he) a 7 ” he 
= weg . : ri a a Teena” ek: | vid = 


ADVERTISER'S WEEKLY 


STUDIO 
BRIGGS 


ARTISTS AND 
PHOTOGRAPHERS 


Phone: 
MUSEUM 
8434 


TAKE 
AND 
“SEE 
RESULTS 
SAME 
DAY 


natura 


2/- BF) or 140 rol fe @ 9) 9/id. plus 3 
For free booklet: “How 


ferraniacolor 


FILMS 


FERRANIACOLOR is the latest and most thril- 
ling colour process for 
photographers, yielding 


rofessional and amateur 
utiful transparencies in 


al colours. Ferraniacolor can be easily proces- 
sed by the user and results can be seen a couple of 
hours after making the exposures—no lo 
necessary to wait several days, or weeks, whilst films 
are being processed by a pm laboratory. 


films are available in 3 


er is it 


mm. 20 exposures, 
1/44. plus 3/lid. oT. ‘ref 810. plus 
Feraniecalr Film" send a 


eee lotto bee te bake 77 Newman St., W. 


GIANT FASHION BOARDS 


We surface boards with high quality papers up to 8ft. x 4ft, 
DAILY DELIVERIES TO COM MERCIAL STUDIOS IN LONDON 


COLYER & SOUTHEY LTD 


17-18 TOOKS COURT, CURSITOR STREET, E.C.4 
HOLBORN 6245-6-7 


g™ 


R. P. GOSSOP LTD. 


@ Artists’ Agents @ 


36 CARTER LANE, E.C.4 
CENTRAL 6950 


geht S7. 


PADDINGTON 
ADVERTISING 
COMPANY 


a 
37 SPRING STREET W.2. 


GOLD BLOCKING 
PLASTIC, LEATHER, 
(PENS, PENCILS, DIARIES, +m 
PROMPT SERVICE 
TO THE TRADE 
AD-STAMPING LTD. 
148 SHOOTERS HILL RD., LONDON, S.E.3 

GREENWICH 3688 


Fesruary 4, 1954 


© PHOTOGRAPHY IN ADVERTISING -—continued 


A Brilliant-Jordan series that has caught John Heron's attention is 
that for Smiths motoring accessories—whole pages (two here repro- 
duced) in the motoring press. 


of Smiths accessories, well in 
view. The work is clean, unpre- 
tentious, the models well chosen 
and well arranged and the light- 
ing nicely handled. There is 
admirable simplicity in concep- 
tion and arrangement—absence 
of fuss. /1 may not be the newest 
idea, to use a pretty gal to catch 
the eye, even for technical adver- 
tisements; but it works. Judge 
for yourself. ... 
cg cg * 
HERE is nothing like a com- 
mercial photographer's life 
for infinite variety. I have a - 
letter from Camera Craft 
Bilston, Staffs. With delightful 
simplicity Camera Craft record 
omer, on notepaper head- 
ings, as THE PHOTO- 
GRAPHERS. That is too modest. 

Here is a typical week's round 
of work in a tewn which many 
a London man would sniff at. 
Bilston .. . it conjures up thoughts 
of slag heaps and black country. 
Ay, that’s.as may be—but there's 
plenty going on, at Bilston. 

At the world-famous works of 
Joseph Sankey & Sons, for in- 
stance, Camera Craft get crack- 
ing on really first rate technical 
photographs of fabricated aero 
parts—combustion chamber 
flame tubes for the De Havilland 
engines . . . exhaust cone units 

. junction pipe assemblies. 
Down at Bilston they are in the 
very warp and weft of the 
romance of smashing the sound 
barrier—the romance of super- 
sonic flight. 

Camera Craft are regularly on 
the spot recording the exciting 
part that Joseph Sankey are 
playing in the heralding of this 
new world of power and speed. 
There's a little neighbouring 
place-—-Netherton, near Dudley. 
Still the black country. But still 
with innumerable interests for the 
photographer. Were, at Nether- 
ton, is one of the leading boiler 
makers of the country. 

To Danks’ famed factory go 
Camera Craft, to photograph 


boilers that will take ships all 
over the world, that will go to 
power houses and plants—that 
will feed power to great manu- 
facturing concerns. X-ray is 
used in testing the steel and cher 
materials that Danks use in their 
projects. Camera Craft are on 
hand, to record what goes on... 

If you think provincial town 
photography is al/ steel and iron 
girders you are wrong. Next on 
the week’s list is fashion photo- 
graphy, for here in the black 
country, they make good clothes, 
too. 

So a local firm of manufac- 
turing clothiers has a good 
idea; when you're selling to the 
Midlands, why picture your 
models up against London’s 
Nelson’s Column, or some 
other daft place? Nay, let's 
show ’em clothes against back- 
grounds they’ll recognise. 

So Camera Craft ae h 
all the latest productions is 
enterprising firm against 
backgrounds . . . honest value in 
homely settings. Sound selling! 
Many another firm would have 
sent to London to get the job 
done and the models and the 
backgrounds would have been all 
Mayfair—hopelessly wrong for 
the Midlands’ public. 

What else have Camera Craft 
shot this week? Glasswork, 
holloware, furniture, caravans, 
fireplaces, gas cookers, locks and 
keys. Just to round off the pic- 
ture, they tell me that they have 
just finished photographing work 
in progress 60 feet below ground 

. in a sewer! 
"Black country indeed . 

there’s money for honest work, 
up there. 

Tell our boys and girls, now 
at the London art schools and 
photography classes, that Lon- 
don isn’t the world, by any 
means. 

* * * 
HAVE been tryin out 
Ferraniacolor reversal roll- 

film, which, of course, provides 


local 
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© PHOTOGRAPHY IN ADVERTISING —continued 


colour transparencies. A roll of 
eight exposures 34 by 24 ins., or 
12 exposures 24 by rf ins., costs 
12s. 3d. 

The really interesting depar- 
ture in Ferraniacolor is that 
Johnsons of Hendon Ltd., manu- 
facture a two part home proces- 
sing outfit which, for 10s., allows 
you to process your own trans- 
parencies with little more bother 
than is involved in the develop- 
ing of an ordinary black and 
white roll-film. 


Excellent booklet 


With the roll of film, Neville 
Brown & Co., Ltd., who are 
responsible for the distribution of 
Ferraniacolor (of Italian manu- 
facture) in this country, provide 
an excellent booklet by A. R. 
Pippard on the use and proces- 
sing of the film. 

I exposed my first roll of 
Ferraniacolor on a_ typically 
hard-bright autumn morning— 
pale sunshine and rather hard 
shadows. I used a Weston meter 
at setting 10, and practised 
normal meter technique—that is, 
pointing the cell at the subject 
from camera point, taking care 
only that the meter tipped 
slightly downwards, to avoid 
undue influence by the sky in 
its reading. Otherwise, I made 
no concession to normal meter 
technique (though the makers of 
the film suggest the somewhat 
more troublesome highlight 
reading technique). Thereafter, 


I took the meter reading as 
“gospel,” and in all cases gave 
precisely the exposure indicated. 


Straightforward process 


The processing I found to be 
straightforward. Let those with 
no elaborate darkroom take 
heart . . . because there are a 
rather large number of separate 
solutions to make up more or 
iess simultaneously, I Rad to find, 
on the spur of the moment, suit- 
able containers. I used one-pint 
bottles with complete success, 

So, apart from the chemicals 
provided in the Johnson outfit 
(some of which can be used for 
several films) all that is strictly 
necessary is a thermometer, a 
stirring rod (or spoon), a gradu- 
ated measure of some sort, the 
aforesaid bottles, a watch 
and a common-or-garden de- 
veloping tank. With that unim- 

ive and not costly array of 
bits and pieces, I had the 
pleasure of processing the most 
satisfactory colour transparencies 
I have ever taken. The time 
taken is approximately 24 hours 
from start to finish. 

The resulting transparencies 
are entirely free of “predominant 
tone”; some colour processes 
have been notable for a pre- 
dominance of blue or red; 
Ferraniacolor—at any rate so 
far as my own experiments are 
concerned—is entirely free of this 
aggravating weakness. The colour 
fidelity is remarkable. I de- 


liberately chose “difficult” colours 
in certain subjects; for example, 
in a bicycle which some fond 
parent had given a small girl—it 
was a sickly and indescribable 
mixture of pink and blue... a 
richly nauseating colour found in 
no spectrum, nor even a self- 
respecting paintbox. 

Ferraniacolor caught it accu- 
rately and without wincing. I 
met a woman with a gala array 
of clashing colours in _ coat, 
jumper, hat and scarf. My trans- 
parency caught all these most 
accurately—I know, because I 
later tracked down the good lady 
and compared the actual gar- 
ments with the colours rendered 
in the transparency. The rich 
and subtle colours in a sun- 
splashed tree-bark were caught 
magnificently .. . 

Yes, Ferraniacolor gets full 
marks from me. I! hope you will 
try it. Note the crispness of the 
yellows—the cleanness of the reds 
and blues, 

od Ba ok 


HE INTRODUCTION of 
Ilford’s Formalith products 
~—~G.71 Formalith plates and film, 
and Formalith developer—repre- 
sents an important forward 
technical step in block-making 
technique. The outstandin 
— of these plates/films an 
veloper, used together, are— 
the ability to record extremely 
fine black and white lines crisply, 
when developed by the special 
fine-line technique dish develop- 
ment for two to three minutes at 
68 deg. F, with agitation through- 
out the first 20 seconds; and 
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Top: Typical shadow dots, 150- 
line screen, on wet plate. Bottom: 
the same on Ilford Formalith 
plate, developed Formalith de- 
veloper. A very striking proof 
of blockmaking improvement. 


hard-edged images, completely 
free from “edge blur.” Very 
striking contrast is shown in the 
crispness of (for mane typical 
shadow dots at 150-line screen 
with Formalith, as compared 
with normal wet plate processes 
(see illustration). 

Advertisers and others who are 
interested in this new departure 
are advised to write direct to 
Ilford Ltd., Ilford, London, for 
a fully illustrated brochure on 
their Formalith products. 


A. DAVIES & CO (Shopfitters) LTD 


HORN LANE, 


LONDON, W.3 
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Canada’s Six Markets 


A rich, progressive and 
expanding market 


By H. D. SURPLIS, Financial Editor, 


A a Bgjtish reader to tell 
where such centres as 
Edmonton, Banff, Didsbury 
and Calgary are situated, and 
= will— ibly after a glance 
a railway guide—tell you 
they are in various parts of the 
British Isles. 
But he would be equally cor- 
rect if he said they were in the 
catelabe of Alberta, gn 
or that thriving yt 
vince, formed in 1905, is seek 
populated by men and women 
of British stock and they, with 
memories of their homeland, 
have named many of their towns 
and cities after the places from 
which their fathers or grand- 
fathers came. 

Alberta is one of the larger 
units of Canada, stretching from 
the United States border half 
way to the Arctic Ocean, and 
from the western border of the 
Saskatchewan plains to the crest 
of the Rocky Mountains, It is 
255,285 square miles in area, 
large enough to contain the 
whole of the British Isles com- 
fortably, and with plenty of acres 
to spare. 


Concentrated population 


Its population is sparse, by 
European standards, for such a 
vast area-about 900,000 in 
round figures—but this popula- 
tion is almost wholly con- 
centrated in the southern half of 
the province, The area between 
Calgary, in south, and 
Edmonton, in the north, is the 
most densely populated, possibly 
because the greater part of 
Alberta's fertile lands lie there. 

Alberta has three principal in- 
dustries, farming (with which 
ranching may be associated), 
coal mining, and the production 
of petroleum and natural gas. 

hough the growing petroleum 
industry has brought Alberta 
more and more ay to 
the attention of t as ~ agri- 
culture continues to the 
province's greatest source a re- 
venue for its people. On farm- 
ing and stock-raising depend 
such multi-million dollar indus- 


The Calgary Herald 


tries as meat packing, canning 
and flour milling. 
100 million 


Approximately 
acres of Alberta are suitable for 
agriculture. Seventy million 
acres are considered arable and, 
of these, 42 million acres are 
occupied. Farms in the grain 
belt may be as small as 160 
acres, although 1,000-acre farms 
are numerous. Needless to say, 
mechanised farming is the rule. 

The most important crop is 
wheat, though oats, barley, rye 
and flax are important sources of 
farm revenue. Root and fodder 
crops are coming more into 
favour, particularly in the irri- 
gated districts of the south. 


Grain growing sideline 
Cattle ranching, once the pre- 
dominant industry, has teen 
overshadowed in recent years by 
grain farming, but that does not 
mean that the livestock industry 
has diminished either in size or 
importance. True, the once 
fabulous domains of the cattle- 
men have been reduced by the 
ough, but stock-raising has 
me a component part of 
farming. The grain-grower has 
found it a profitable sideline. 
On ranches, and on farms, 
1,500,000 head of cattle are 
raised, with another 500,000 
milch cows giving substance to 
a $40 million dairy industry. 
The development of irrigation, 
notably in the south of the pro- 
vince, is intensifying and enrich- 


ing Alberta’s agriculture. Thir- 
teen major irrigation projects 
and from 600 to 700 individual 


water distribution projects make 
more than 800,000 acres of high 
quality farmland independent of 
rainfall. Not only have several 
great new projects mn com- 
eted since the Second Great 
ar, but more are contemplated. 
Coal mining has found the 


Empire’s coal reserves lie under 
the soil of Alberta. As new uses 
are found for coal—thousands 
of by-products are derived from 
it in other parts of the world— 


The coal itself is of all classi- 
fications with the exception of 
anthracite, which has not yet 
been discovered in commercial 
quantities. Some mines, how- 
ever, do produce a coal closely 
approaching the chemical quali- 
ties of anthracite. Bulk of the 
mines are in the Drumheller and 
Crowsnest areas of Southern 
Alberta, though coal seams are 
found, and some worked, almost 
as far north as the province's 
northern boundary. 

The petroleum 
which natural gas is a by-pro- 
duct, dates from about 1913, 
but its phenomenal growth really 
began after the Second Great 
War. 

First major field, and still the 
third largest from a production 
standpoint, was Turner Valley, 
a few miles south of Calgary. 
The discovery of the Leduc field, 
in February 1947, however, gave 
such impetus to exploration and 
development that within 18 
months Alberta had edged out 
Trinidad from the position of 

incipal field in the British 

pire. 

An idea of how rapid this ex- 
pansion is, and has been, may be 
gained from the fact that new 
“strikes” average about one every 
four days. 

Growth of the petroleum in- 
dustry, of course, brought into 
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being a. number of ancillary 
services. Already, a giant pipe- 
line carries Alberta petroleum 
1,150 miles to Superior, Wis- 
consin, and will shortly carry it 
to Untaiio markets. A_ second 
pipeline, to be available this 
year, is under construction from 
the Pacific coast, across the 
Rockies, to Aiberta. 

Projected are two natural 
eaeee, one to serve the Pacific 

orth-West and one to carry gas 
to Winnipeg and other eastern 
points. All major cities of 
Alberta, and many smaller com- 
munities, are already served with 
natural gas. 


Yet, despite this great 
leum development, Alberta's 
main potential source of oil 
remains almost untapped. 
Twenty-five miles north-east of 
Edmonton lie the Fort 
McMurray oil sands, some- 
times referred to as tar sands. 
It has been estimated that 
these sands contain 100,000 
million barrels of oil. 
Only the technical difficulty of 
—— oil from the sands has 
revented large-scale operations. 
owever, research has been go- 
ing on steadily and the pro- 
vincial government been 
assured that an economical 
method of separating is now 
taking shape. 
A less spectacular, but no less 
rtant, development of 
Alberta’s natural resources has 
been the harnessing of rivers 


@ Continued on page 249 


The thriving young 
Canadian province 
of Alberta is 
largely populated 
by men and women 
of British stock 
and they have 
named many of 
their towns and 
cities after places 


from which their 
forefathers came. 
Population stands 
at about 900,000 
and this is almost 
wholly concen- 
trated in the - 


southern half of 
the province. There 
are three main in- 
dustries: farming, 
coal mining, and 
the production of 
petroleum and 
natural gas. The 
main potential 
source of oil 
remains almost 
untapped. 


Advertising and 
selling problems 
in Switzerland ? 


Publicitas is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 

exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 
Foreign Department, 

3 Av. Benjamin-Constant, Lausanne 
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CALGARY 


If you are “saddled” with the problem of 
increasing Canadian sales investigate the 
potentials of Calgary’s fast growing market. 


Calgary, financial centre of Alberta's oil 
development and the resultant industrial 
expansion, is providing steady employment 
at higher than average income to thousands 
of workers. 


There are 365,448 persons in the city and 
retail trading zone sharing in Calgary's 
prosperity and Alberta’s estimated 800 
million dollar 1953 agricultural production. 


Contact our representative, Mr. F. A. 
Smyth, 34 Ludgate Hill, London, E.C.4. 
Ask him to tell you about The Calgary 
Herald's 98°, household coverage in this 
great market. 


advertise in 


THE CALGARY HERALD 


ONE OF THE 7 SOUTHAM NEWSPAPERS 


THE OTTAWA CITIZEN THE HAMILTON SPECTATOR 

THE WINNIPEG TRIBUNE THE MEDICINE HAT NEWS 

THE EDMONTON JOURNAL ; THE CALGARY HERALD 
THE VANCOUVER PROVINCE 


THE 
Lawn Tennis Association’s 
Handbook 1954 
390—400 pages 


The only publication in any language which contains a 
complete list of the names and addresses of more than 
15,000 buyers of the many items of equipment in daily 
use in the lawn tennis club for the overseas as well as 
the home market. 


GREAT BRITAIN—Nearly 200 pages RULES, REGULATIONS, ETC.— 
listing the names and addresses of more = The 70 pages of the Rules, Regulations, 
than 15,000 Club officials with purchas- 44. ‘These are the same in every 
ing powers for their clubs. try in the world, and run to over 
COMMONWEALTH AND OVER- 600 sections; in use day and night 
SEAS—The 68 Commonwealth and wherever lawn tennis is played, Also 


Overseas Associations affiliated to the 
Lawn Tennis Association include every complete records of all championships 


country in the world—even VIET has Since lawn tennis was first played. 
an entry. 


ADVERTISEMENT RATES— Whole page £15.15.0. 
Half page £8.8.0. Type area whole page 5}" deep by 3” wide. 


“LAWN TENNIS AND BADMINTO 
PALACE CHAMBERS, BRIDGE STREET, 


S.W.1 


vie 


remains a straight line 


when you use Kodatrace 
Whatever you draw on Kodatrace will 
remain accurate for all time because 
Kodatrace has a far higher degree of 
dimensional stability. For quicker and 
more exact drawing there is nothing to 
equal Kodatrace. It’s the shortest distance 
between the idea and the finished jub. > 


Send for leofiet ond test somple 


SOLE DISTRIBUTORS Supplied on 30" ond 40° widthe 
i rolls of 20 yords ond half 
H.. C. STERN role of 10 yorts 


CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2. 
Telephone HOL 6086 
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“WHERE FEW HAVE TOO MUCH 


AND (FEWER 


This is how the Danish 
poet Grundtvig described con- 
ditions in his own country 
over 75 years ago. Since that 
time large sums have been 
expended in market research 
and have reached exactly the 
same conclusions; the words 
are, in fact, truer to-day than 
when they were written. For 
Denmark is a middle-class 
market, well off by inter- 
national standards, where the 
advertiser can safely cast his 
net wide—though not too 
wide. 


TOO LITTLE” 


By advertising in Hjemmet, 
Denmark's leading magazine, 
you will reach not a small snob 
audience but a high proportion 
of the solid middle-class public 
which has the means to buy 
imported products—over a 
quarter of a million families 
representing a quarter of the 
country’s entire population. 
And remember, in Denmark 
the average expenditure on 
British goods last year was 


over £70 per family. 


HJEMMET 


Denmark's leading Weekly. Exclusi 


ly repr d by 


JOSHUA 8B. POWERS LTD., 14 Cockspur Street, London, $.W.! 
Telephone: WHicehall 3366 


A FIRST QUALITY PRODUCTION WITH 


EDITORIAL AND 


NEWS TO MATCH 


TMMOTT & CO., LTD., 31 KING ST. WEST, MANCHESTER, 3 
LONDON OFFICE: SO. TEMPLE CHAMBERS, TEMPLE AVENUE, £.C.4 


HILL BROTHERS offer:— 
INTERCHANGEABLE NOTICE BOARDS 
PROTECTIVE GLAZING FILM 

HOT PROCESS TRANSFER BLOCKING FOILS 
ENGRAVED DIES OR TYPES 

(Bronze or Stee!) 


BEVELLERS—FOIL CUTTERS—TYPE 
CABINETS.—FINISHING PRESSES 


DOUBLE GUMMED MANILLA 

WE HOLD LARGE STOCKS OF 
MASSEELEY STAMPING MACHINES 

at Extremely Low Prices—Ffully 

Gueranteed and 
REBUILT BY 
HILL BROTHERS (Service) LTD. 
ACTON WORKS, BEACONSFIELD ROAD 

ACTON GREEN, LONDON, W.4 * 

* Telephone : CHiswick 2235 4 2236 


British advertisers anxious to 
increase their trade with 
Denmark should investigate the 
possibilities of EKSTRABLADET, 
the largest Evening Daily. Pub- 
lished by Politiken, Denmark's 
famous Morning National News- 
paper, it still offers adequate 
space facilities. Full details from 


69, FLEET STREET, LONDON E-C-4 


Coaggra! 2811 


CRANE-DEBENHAM LTD. 
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Increasing competition 


for the Danish market 


During recent months 
remarkably competitive. 


the Danish import market has become 
Although small the prosperity of this 


area is high and any British trader will find his opposite number 

in Denmark well aware of the importance of increasing the volume 

of international commerce. This short survey gives basic facts 
the market and the available advertising media. 


ANISH economic policy 
over the last year has 
achieved conspicuous successes 
and anyone in the United 
Kingdom who is contemplating 
a campaign within this small 
but prosperous nation will feel 
the more encouraged. Inter- 
nally, the level of economic 
activity increased; externally, 
the balance of payments situa- 
tion was transformed (although 
imports increased) because of 
a remarkable improvement in 
the dollar balance. 
Any British trader offering a 
sound product at a competitive 
rice will find the Danish mar- 
et attentive. Moreover, the 
policies of the United Kingdom 
in respect of long-term contracts 
enormously affect the whole 
economic and commercial trend 
of affairs in Denmark and it is 
a wise trader and advertising 
agency who approaches the busi- 
ness of selling to the nation 
within focus with that realisa- 
tion in mind. 
Despite the fact that the 
United Kingdom's prices under 
long-term contracts negotiated 


with Denmark have always been 
lower than those paid to British 
they have 


domestic producers, 


over the past two years been 
high enough to bring about a 
large rise in exports to the U.K. 

Under the influence of falling 
world prices, Danish wholesale 
rices started to decline steadily 
rom the beginning of 1952. 
Recently they have been round 
about 12 per cent lower than at 
the end of 1951. The cost of 
living is remarkably _ stable. 


Thus, if direct taxes are brought 
into the picture (as they are in 


DENMARK 


At a recent exhibition at Kold- 
ing, Denmark, Warerite plastics 
were prominently displayed on 
the stand of Thorvald Pedersen 
Odense A/S, who distribute 
these materials on behalf of the 
company's main Danish agent, 
Seren Bording, Copenhagen. 
Warerite plastics are marketed 
outside Britain by the export 
department of Bakelite Ltd. 


the official index) there was a 
fall of less than 1 per cent 
between mid-1952 and mid-1953., 

Construction activity (six per 
cent of the gross national pro- 
duct in 1952) is now running at 
_ levels and is particularly 
igh in the sphere of house 
building. The labour market is 
brisk and the incidence of un- 


meses has fallen. Yet, 
according to the latest report 
from the Organisation for 


European Economic Co-opera- 
tion, “. . . it is doubtful whether 
the Danish economy is_ yet 
operating at full stretch.” 


Competitive prices 


The remarkable improvement 
in trade with the dollar area, 
mentioned above, was two-thirds 
due to a decline in the value of 
imports and, as to the remainder, 
to a rise in the value of Danish 
exports. The decline of imports 

ected increased supplies and 
more competitive prices from 
non-dollar sources. 

In this connection it is worth 
mentioning that the Danish 
Government is backing the 
French plan for a world-wide 
cut in Customs tariffs. Accord- 
ing to the present shape of this 
scheme all the countries within 
the scope of the General Agree- 
ment on Tariffs and Trade should 
bring down their tariffs by 30 
per cent in three yearly instal- 
ments. Any exporter or adver- 
tiser intending to work the 
Danish market will certainly find 
enthusiasm for freer trading. 

Having very recently arrived 
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Danes are keenly 
appreciative of 
good showmanship 
in merchandising. 
Shown here is a 
road in the pro- 
vincial town of 
Randers. The 
decorations (includ- 
ing gaily covered 
umbrellas) formed 
part of the festiv- 
ities centred round 
“Wool Week.” heey 


in this country, Miss Ester Graff, 
a director of Lintas Ltd., Den- 
mark, has reported briefly on ad- 
vertising and available media in 
that country which, with a popu- 
lation of some four millions, is 
not much more than half that 
of Greater London. The buying 
habits and buying power in Den- 
mark’s urban and rural districts 
are very much the same. In the 
provinces the great majority of 
the dailies cover equally well the 
town of publication and the sur- 
rounding country districts and so 
also do the women's magazines. 
With one or two not very impor- 
tant exceptions, the dailies and 
the magazines reach both urban 
and rural as well as both middle 
and lower middle class readers. 


Advertising media 


The variety of advertising 
media is less in Denmark than 
in most other countries on the 
Continent. Weekly newspapers 
do not exist. Outdoor postin 
is, for reasons of preservation o' 
natural amenities, severely 
restricted to a small number of 
advertising pillars and boards 
located in the cities. 

Commercial ote germ are 
taboo in both broadcasting and 
television; the latter is still in 
the experimental stage. 

The Advertising Association 
(which, by the way, has recently 
changed its name to the Selling 


and Advertising Association— 
we would probably call it “mar- 
keting” not “selling” in England) 
is struggling hard and bravely to 
break this taboo on commercial 
radio and television. 


Influence of women 


Many married women have 
jobs outside the home. In 
Copenhagen, for example, this 
applies to two out of five 
married women. It is therefore 
not surprising that the influence 
of women in national affairs is 
growing and advertising must 
take account of it. 

Thus, in the field of domestic 
consumption and appliances a 
new institution is growing up 
actively supported by the press. 
Some 10 women’s and household 
organisations, have established 
and run a Housewives’ Consumer 
Council, the object being to give 
consumers more influence on 
production, commerce, official 
and unofficial commissions. This 
council is represented in the first 
instance on the State Price Con- 
trol Council, the State Commis- 
sion of Quality Marking, the 
Danish Packing Institute and the 
Committee of the Selling and 
Advertising Association. Courses 
on commodity knowledge are 
being given all over the country 
in evening classes and women’s 
organisations and a series of 
pamphlets has been issued to 
this end. 


© A RICH AND PROGRESSIVE MARKET -—continued 


for electrical power. Only a 
fraction of Atberta’s abundant 
water wer has been tapped, 
yet so far advanced is the system 
that extensive rural clectrifica- 
tion is already a reality. 

Three cities have shared in the 
development of the province's 
great »atural resources—Edmon- 
ton, Calgary and Medicine Hat. 
Oil, coal gas and hydro-electric 
power have combined to give 
them industrial and commercial 
- unrivalled by any other 

estern Canadian cities. 

Edmonton, the capital city, is 
geographically in the centre of 
the province. Once dependent 
largely upon agriculture, it is 
now a growing, bustling indus- 
trial community of 185,000 
population. Most of Aijberta’s 
major oilfields lie nearby. 

il has brought rapid expan- 
sion, but it has also brought 
entirely new industries. Edmon- 


ton is fast becoming the site of 
an important petro-chemical in- 
dustry to name but one. New 
distributing warehouses for 
wholesalers and manufacturers 
are springing up. Edmonton is 
also the gateway to the north. 
From it the Alaska highway 
stretches north and west to Daw- 
son Creek. 

Edmonton has been called 
“the crossroads of the world.” 
Its 750-acre airport is a stopping 
place for aircraft from all parts 
of the globe. The development 
of such important mining centres 
as Yellowknife (gold) and Port 
Radium (pitchblende) has made 
the city an important base for 
air freighting. Without the 
“flying boxcars” of the airlines 
serving the far northern terri- 
tories much of the intensive 
exploration and development of 
the whole Mackenzie basin 
would cease. 
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An essential 


part of 
Sunday 


For Readers 
and Advertisers 


OBSERVER 


THE 


7° 
Established 1737 


More than a 


Newspaper — 
an Institution 


Beiore 
the Postman Knocks 


At 3.30 every morning, except on Sundays, a 
motor-van loaded with copies of the Belfast 
News-Letter pulls out of Belfast and heads 
for the North-West of Ulster, It winds its way 
and villages, and then at 
6.15 a.m, it enters the ancient, historic gates of 
the City of Londonderry. 


through towns 


It has journeyed upwards of 100 miles and 
at all its stopping places on the way newsagents 
soon will open their parcels and begin the distri- 
bution of individual copies to customers’ homes. 


This van is only one of a number engaged on 
delivery work, for the Belfast News-Letter 
circulates all over the six counties of Northern 
Ireland. The Belfast News-Letter is early with 
the news and therefore—and this is important 
to traders—early with advertisements too. 


It pays to advertise in a morning newspaper. 


Belfast News-Letter 
85 Fleet Street, 
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There is always 
good money in 
Bolton— 


Do You Want It? 
The 
BOLTON EVENING NEWS 


will lead you to it 
Quickly and Economically 


Certified (A.B.C.) Daily Net Sale 
(JAN.-DEC. 1953) 


83,420 


21/- 
Per Column Inch 
and well worth it 


DELIVERED BY NEWSAGENTS TO 
EIGHT OUT OF TEN HOMES 


TILLOTSONS NEWSPAPERS LTD. 


MEALHOUSE LANE 6, ARLINGTON ST. 


BOLTON LANCS LONDON 
Telephone: Bolton 1993 
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USED THE 
YS BATH TEST 


Sally Lunn’s bakehouse is still 

sending in Bath, a reminder that Sally was probably the 

first manufacturer to use Bath as a test area for a product 

which afterwards swept the country. What Sally did then, 
can do even better today. For modern conditions 

te made Bath, and the surrounding countryside, into 

a perfect cross-section of the British Isles. The leisured, 

the retired, the professional, and the industrial classes 

are all represented in proportions that correspond closely 

to those of the total population. And what makes Bath an 

even better proposition for the canny space buyer is that 

it can be covered easily, and with no “ overlap,” through 

the Bath Chronicle at 9/- per S.C.1. It is the only evening 

paper printed in Somerset, and 34,000 copies are sold every 

night —1}4 copies for every house in the city and throughout 

the County and Wiltshire. 


Get full details from 
The Advertisement Manager, 134 Fleet Street, London E.C.4. Central2767. 


Glovers 


Publie Relations 


Fesruary 4, 1954 


Local government's need 


of the PR officer 


“MUSE public relations in 
Local Government be 
damned?” was the title of an 
address lately given by A. A. 
McLoughlin, president of the 
Institute of Public Relations, 
to that body’s Local Govern- 
ment Group. 

The ultimate aim, he said, of 
all local government public 
relations was to help in keep- 
ing the local and self-governing 
factors in such government 
alive and active. ith each 
new Act of Parliament to be 
operated in local government, 
municipal life for the citizen 

mes more complex, while 
at the same time an increasing 
degree of social security was 
being given to him. These two 
factors would tend to increase 
rather than decrease the present 
well-known apathy and indiffer- 
ence, and if this is not stopped 
democratic local government 
might well be endangered. 

Local authorities had for some 
years now had permissive powers 
to spend money on specialised 
public relations and the sooner 
some of them began to use these 
powers, and others used them 
more extensively, regarding ae 
lic relations as an essential func- 
tion, the better. 


Fallen numbers 


Even at the post-war k 
period the number of local 
government public relations 
officers did not go much beyond 
about one in 25 authorities. 
‘To-day, that figure was probably 
worse. Moreover, in their efforts 
to hold the rate, councils had 
been, and were still, looking 
round desperately for services 
which can be cut, without upset- 
ting too many people—public re- 
lations, with its intangibility and 
its admitted difficulty of assess- 
ment except at very long range, 
was eminently suitable for that 
purpose. It was a comparatively 
new and non-obligatory service 
which was not grant-aided. 

“Even the citizens who stand 


SELLING 
SCOTLAND 


Sir Alexander 
i chairman 
of ottish In- 
dustries Exhibi- 
tion publicity 
committee, 

ing brochures of 
the event for dis- 
tribution to two 
Glasgow Monte 
Carlo Rally com- 
petitors, Miss 
Chris and Miss 
“Andy” Neil, be- 
fore they set off. 


to benefit so much from its 
practice,” said Mr. McLoughlin, 
“have not only failed to clamour 
for its adoption (at reasonable 
cost) but have remained docile 
in the face of the process of non- 
adoption or whittling down. Is 
not much of the work of local 
government public _ relations 
really education? And would it 
not be a good thing to put it 
under that head so that, apart 
from all else it would rank for 
government grant? It would 
seem that money can be spent on 
practically any of educa- 
tion except education in civics by 
the public relations officer.” 

The above suggestion might 
well alter this. 


Library services 


The importance of the in- 
formation services operated by 
local libraries was highlighted in 
ADVERTISER'S WEEKLY last week 
(page 176) and the particular case 
of the Islington library cited. 

It is now established that if the 
resources of the reference section 
of that library are insufficient to 
handle a request for a particular 
piece of information, then the 
inquiry is pursued through the 
appropriate specialist library, re- 
search association or government 
department. Knowledge of pro- 
cedure and of the existence and 
location of specialist sources is 
an important factor and con- 
ducive to speed and efficiency. 

This intricate system of free 
information is not confined to 
Islington and can be found pretty 
generally throughout the nation. 


Corporate membership 


Foote, Cone & Belding Ltd. is 
the first organisation to be elected 
a corporate member of the 
Institute of Public Relations. 

This new membership category 
is designed for those organisa- 
tions who want to support the 
development of public relations 
in Britain—and have access for 
their representatives to Institute 
meetings, functions, services and 
literature on public relations. 
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® CLASSIFIEDS CONFERENCE (Continued from page 220) 


How weeklies can build up 
their ‘smalls’ pages 


buck and go, and individuality 
and initiative, who wants to 
ae and make his 7 in 
ife—the very man in fact which 
industry to-day wants so much 
in the better class job. For 
this type of employee a news- 
pa can do much more.” 

of small advertisements 
took years to build up, but the 
time could be shortened by hard 
work-and determination. 

Pages of small advertisements 
were, to a weekly newspaper, 
rather like the goose which laid 
the golden eggs, for advertising 
- ag rightly assessed the value 

a weekly newspaper as an 
advertising medium by the num- 
ber of smalls which it carried 


ey were also of news value, 
for a paper with a large number 
of classifieds would always 
retain a reasonable circulation. 
They were mostly ready cash, 
too, a point not to be despised 
these days. And small advertise- 
ments, although hard to build 
up, were always the last to leave 
a newspaper should it fall on 
hard times. 
He did not think that price 
was awfully important, provided 


Gik 
dot 


why the HOME COUNTIES 
NEWSPAPERS GROUP of 
eleven individual LOCAL 
newspapers is still the 
dominating advertising 
force in Beds, Herts and 
Bucks—and then be sure to 
include the GROUP in your 
1954 publicity campaigns. 
WOME COUNTIES NEWSPAPERS GROUP 
Represented in London by 


WILL KITCHEN, jr. LTD. 
131 Fleet Screet,E.C.4 Central 1960 


it was reasonable. What really 
mattered was results. The public 
would always pay the price if it 
got results. 

Well-known national adver- 
tisers often did their very first 
advertising in the classifieds. 

“In my area,” he continued, 
“I think immediately of three: 
Foster Clark's soups, Sharp's 
Kreemy Toffee, and Rootes of 
Hillman, Humber and Commer 
car fame. These three firms all 
started as one-man businesses. 
They all put their first adver- 
tisement in the Kent Messenger 
smalls, and they were all suffi- 
ciently satisfied to come again 
and again in the classified 
columns and later in the dis- 
plays. We feel a certain amount 
of personal pride in the progress 
of these firms. 

“The first essential, therefore, 
as in all trade, is a satisfied 
customer. How can we ensure 
that he is satisfied? We can't, 
but there are many aids.” 

He thought that for a weekly 
paper a net sale of 20,000 or 
more was essential, and could 
not see why smaller newspapers 
should not combine forces and 
put each other's. classifieds in 
their papers until a regular 
clientele is built up. 

Full information wanted 


“We have done this in papers 
in which we are interested,” he 
added. “In the long run it has 

id well, though initially there 
is the additional cost of setting. 
But to build up the smal 
columns is costly, however one 
does it.” 

Full information should always 

given in a classified adver- 
tisement to get good results, Mr. 
Pratt Boorman contended. 

Speaking of seasonal adver- 
tising he su ted newspapers 
from the Midlands and North 
might find it worth while to 
canvass the landladies on the 
Kent and South coast. 

“Indeed I wonder whether a 
canvass of seaside resorts on 
behalf of a Group of — 
papers might not be well 
while,” he added. 

The speaker thought too many 
newspapers allowed semi-dis- 
plays amongst the classifieds, to 
the detriment both of the classi- 
fied columns and also of those 
columns set aside for trade 
advertisements. 

Cartoons, sl and window 
displays all helped the promo- 
tion of classifieds. For those 
newspapers which had suitable 
windows there was nothing like 
the figure of a radiant girl in 
wedding dress around Easter to 
remind passers-by that engage- 
ments and — should be 
announced in newspaper 
columns. 
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Exclusive, Topical 
Features gain 
National attention 


TIME AND AGAIN the Royal Air Force FLYING 
REVIEW receives feature publicity in the 
National Press for its exclusive, ““Ahead-of-the- 
news” editorials on vital aeronautical subjects— 
editorials which command and receive the 
attention of the men responsible for the plan- 
ning, maintenance and operation of Britain's 
gighty air fleets. 

he Royal Air Force FLYING REVIEW, published 
with the co-operation of the Air Ministry, is 
studied closely by all ranks of the R.A.F—the 
buying departments, the flying men and the 
maintenance staffs on all Stations at home and 
abroad as well as by thousands other “feature mentions” 
of technicians in Britain's great 'p,_the | Rational a 


Aviation Industry. The Multi- daily Hersid Nov. 27 
ple readership of FLYING "Tim ily St 
REVIEW offers an unequalled aeynoids’ May 3 
market foranythingandevery- "re Times = Apr, 25 
thing to do with Aviation. + od Chronicle a ~ 


RING CHANCERY 8844 
for rate card 
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Glanvill Benn yes Benn 

Brothers Lid.), left, presents a pair 

of Georgian silver salvers to 
Gillett. 


Difficulty in 
getting rid 
of gold 
© OMMANDER A. 0. GILLETT, 


who was guest of honour at a 
luncheon last week to mark_his 
someones of 25 years with Benn 
Brothers, had some unusual war- 
time experiences. He was called up 
for Reserve Fleet exercises in July 
1939, and during the first two or 

ec years hunted enemy raiders 
and served on escort duties. Engaged 
in the Norwegian operations he had 
a part in the evacuation of the King 

Norway, the Crown Prince and 
the Norwegian Cabinet—not to 
mention £19 million of gold! But, 
he tells me, there was some diffi- 
culty in getting this gold accepted 
at home because they had no proper 
receipt for it! : 

Commander Gillett spent the last 
three years of the war in the Medi- 


terranean, serving on the staff of 
the Commander-in-Chief, It was 
while out there—in 1943—that he 
was elected to fill a vacancy on the 
board of Benn Brothers, the direc- 
tors taking the praiseworthy view 
that absence on service with the 
Forces should not be a bar to 
promotion in civil life. 


ANOTHER Thicié has entered 
advertising and print. Malcolm 
Thielé, son of Wm. C. Thielé, ad- 
vertising manager of Yardley and 
Co., Litd., has joined the produc- 
tion side of New Avenue Press. 
He will move later to the contact 
side. Until recently he was serving 
in the R.A.PF. 


G.5— 


Ro) 
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The staff of Heslock Lid., of Leeds, are seen here dining at Perry's 
restaurant before their annual visit to a pantomime last week. 


PUTTING ULSTER ON THE TOURIST MAP 


BUST as some people with re- 
sounding advertising titles know 
precious little about advertising, so 
there are others who are first-rate 
advertising people in everything 
but name. Two such are to be 
found at the Northern Ireland 


* ADVERTISING MANAGER’S CORNER ’ 


mind when, 


Your Harriscope 


for 1954 


If you were born between January Ist and December 
3ist, then the Seer of Kingly Street has a special 
message for you. Play your cards properly and two 
men will have a profound influence on your 
business this year. One is tall and dark (that’s Mr. 
Joe) and the other is dark and tall (that’s Mr. Alf). 
Don’t hesitate to entrust your point-of-sale prob- 
lems to their tender care. Later on when you cross 
their hands with a cheque in settlement, you'll 
thank your lucky stars you were born, never 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29.30 KINGLY STREET, LONDON, W.! 
Tel: REG 3295-6 


Tourist Board in R. J. Frizzell, the 
general manager, and his deputy, 
I. M. Williams. 

Mr. Frizzell, after experience as 

a teacher in London (he is a Bel- 
fast B.A. in history and economics), 
found his true vocation with Eirco 
(Dublin) Ltd., the big wholesale 
distributors of radio and electrical 
equipment, for whom he handled 
al publicity—press, exhibitio 
dealer aids and the rest. In 19 
he became press officer to the 
Ulster Industries Association, of 
which he progressed to director in 
1946. Four years later he moved 
as general manager to the Northern 
Ireland Tourist Board, estab.ished 
in 1948, 
_ A good half of the Board's work 
is, naturally, concerned with pub- 
licity both at home and abroad; 
this is linked with that of the 
British Travel and Holidays Asso- 
ciation. Mr. Frizzell has also had 
plenty of press free-lancing ex- 
perience. le loves newspapers 
and likes few things better, after his 
day's work, than to drop in at the 
reporters’ room at one or other of 
the Belfast papers for a chat with 
his friends there. 


On publicity matters now he 
works closely with Mr. Williams, 
whose special “baby” the adver- 
tising and publicity side is—and 
was also under the old Ulster 
Tourist Association. He became 


the Board's deputy general manager 
about three years ago. 

A recent but useful addition to 
the publicity personnel is W. B. 
Cowan who used to run his own 
silk-screen printing concern and has 
also had agency experience. 

* * * 


LLEWITT-HIM (composite name 
for artists and designers Jan Le 
Witt and George Him) have (or 
should | write “has’?) returned 
from a three months’ stay in the 
U.S.A., where an _ exhibition of 
their work covering the 20 years 
of their collaboration was heid at 
the Associated American Artists 
Galleries in New York, and else- 
where. 


Joan vice-president of the 
Waistcoat Club, compares waist- 
coats with Hi , of the 


Walter Thompson Company's 
public relations department. 


Titivating the 
torso 


AM I RIGHT in my guess that 
advertising and publicity men are 
more courageous in — fancy 
waistcoats than most men I'm 
sure hope so; anything that 
titivates the torso in this drab age 


wins an Elizabethan cheer from 
me. 

On this page I show a picture 
of Hugh =e. Gd. alter 


Thompson Co.) comparing waist- 
coats with Miss Joan Gilbert at a 
luncheon at which the “guest of 

” was an effigy of Beau 
Brummel. I now hear that a 
hunting pink waistcoat worn with 
a dinner jacket by W. A. William- 
son at the annual dinner of the 
Publicity Club of Leeds won many 
a commendation, particularly from 
the ladies. ace. before long, 

r 


perukes and velvet brocaded coats 
will be de riguer at advertising 
social functions, where brilliant 


conversation will 
with “Zounds,” “Ega 


> * * 


NEXT MONDAY, in the North 
Regional Children’s Hour, there will 
be a talk, accompanied by gramo- 

hone records, entitled ‘The 

onder of the Violin.” The 
speaker will be W. F. Louis Venton, 
who is Manchester branch manager 
for J. Weiner Ltd., the photo-litho 
printers and contractors for advert- 
isements in the Post Office telephone 
directories. 

In addition to having given a 
number of such talks, Mr. Venton 
has published articles on music and 
stories with a musical flavour, and 
has just completed his first book, 
Sweet Violin, written primarily for 
the young musician. If and when it 
is published, it will be illustrated by 
pictures from many parts of the 
world. 


Contact 


WEEK'S WISECRACK 


“~ 


“And when there’s another 
‘smalls’ conference we 
want a big banner out 
claiming that our product 

does all the wash.” 
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( By courtesy of the Trustees of the National Maritime Museum, Greenwich.) 
ENGAGEMENT BETWEEN ANSON’S “CENTURION” AND THE TREASURE SHIP “ CAVADONGA™, 20TH JUNE, 1743, by Samuel Scott 


EFORE THE THUNDER and smoke of battle, the Today we know far better what to eat. And how to 
tensest moment: the ships sliding towards each treat our food. How to keep it fresh and free from con- 
other over the hissing sea, the guns run out, the crews _— tamination. Much of our food today is protectively 
still...and waiting. When someone murmurs the blas- wrapped... from the baker, from the factory, from 
phemous grace “ For what we are about to receive . . .” the shops. Wrapped, it may be, in packaging made by 
Yet the men that died from round shot, from steel, Bowaters. For Bowaters make wrappers and containers 
were few compared to those who died from scurvy,the of many kinds—for food protection and a thousand 
real scourge of the sea in those far-off days. And it was other purposes in commerce and industry, all of them 
not only at sea that men died through lack of proper _— contributing, in their several ways, to the health, 
food, or from diseases caused by dirty food. pleasure and efficiency of modern living. 


Bowaters 


An international organisation making paper, board and packaging materials 
that answer the needs of industry and trade throughout the world. 


THE BOWATER PAPER CORPORATION LIMITED 
aa + United States of America - Canada + Australia - South Africa + Republic of Ireland + Norway - Sweden 
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Publications News and Notes 


A PAGE FOR 
A BOOK 


Almost unique in press adver- 
using, a full-page advertisement in 
A FA paper to advertise a 
book will appear in the Manchester 
Geardian to-morrow (Friday) to 
= Ashley Courtenay’s Let's 

‘alt a -? in ba and hn 

rints page ve 
been sent to all booksellers and 
newsagents handling the book. 
* a” a 

Last week's Tottenham & Edmon- 
ton Weekly Herald carried four 
half-page advertisements from four 
local traders. One of them ascribes 
record business during December 
and January to his advertisements 
in this journal, the Enfield hooey | 
Herald, and the Wood Green 


Southgate and Palmers Green 
Weekly Herald, totalling 506 
inches in the two months. 

* *” ok 


Housewife is building a house. 
Sir Hugh Casson is the designer. 
announcement folder has now 
= with a copy of the 
issue, to manulacturers of 
building. materials and household 
equipment, as well as advertising 
agents Progress on the house 
will be reported in Housewife every 
month until it is ready for 
occupation. 
ok aK * 
February issue of the 
Journal (the official organ of the 
Purchasing Officers’ ssociation 
will rea a record total of 
pages of advertisements. 


Owing to difficulties i FP nay 
tion and distribution “after 
disastrous fire w completely 
burnt out building and = = 
Wimborne and District 


wi. © the latest Birmingham 

vening Despatch fashion contest 

Se Ss were presented by Chris 

Gil who portrays the character 

Walter Gabriel in the radio pro- 
ouiee “The Archers.” 


ca a * 
The issue of Amateur Gardening 
on sale Friday, March 5, will be a 
special Spring Planting Number 


with a cover in full colour. The 
print order will exceed the normal 
sale of Amateur Gardening, well 
over 200,000. copies weekly. 


Modellers’ section 


Starting with the Jautn t= 


a FE 


modelling. Every month an ex- 
clusive authentic plan of a famous 
military aircraft, starting with the 
Skyray or Swift F.4, will be pub- 
lished on the centre spread. Two 
further pages will give construc- 
tional and technical details, together 
with current aero modelling news. 
* * * : 
The diamond jubilee edition of 
the Stock 
tains a 


district information 
art 


F, & C. can print it for you 
quickly and well, by letterpress 
and offset lithography... 


with all our Plant we plan for 
you, with all our Staff we serve. 


FOSH & CROSS LTD 


for booklets, folders, maps, posters, painting books, | 


broadsheets, showcards, catalogue 


periodicals 


also BLOCKMAKERS, BINDERS, FMBOSSERS, MOUNTERS 


80-92 MANSELL STREET, LONDON, E1 
Tetaphone ROYAL 1751 (10 lines) Telegrams Printrade’ London — 


Phe VR Reba el 


iyhie % i be 


ci 


ok ar 


IDEAL HOME 


EXHIBITION | 


AYMPia 


Manmeuw a: 


This year's “Daily Mail” Ideal 
Home Exhibition poster, which will 
begin to appear on tube and rail- 
way stations from February 15, was 
designed by Eric Fraser. It 

be issued in double crowns and 
double royals lithographed in five 
colours for tube and an gp a Sta- 


tions, etc., in 16 and 
posters for hoardings, and will --4 
used on sides. 


Wally Guiver, who was for 30 


qeere secretary of the English 
ling Association, is to edit a 
new Is. 3d. monthly, Bowls, first 


issue of which will appear on April 
23. To be published by British 
Lawn Tennis, Ltd., London, it will 
be a companion journal to British 
Lawn Tennis & Squash. G. N. 
Lawrence will be in charge of adver- 
tisements and circulation. 

ok 2K 

Canada Review, one of Roy 

Thomson's newspapers in - ae 
is featuring a special series 
emigration articles, beginning this 
week. Among contributors to this 
series will be the 10 premiers of 
the Canadian provinces. 

* * * 


In a gaily coloured promotion 
folder announcing the re-launching 
of Weldons Home (for- 
merly Weldons Ladies’ Jour . 
to appear in April, A. W. Burnett, 
advertisement director, Amalga- 
mated Press, says that it will now 
be bigger, more colourful, more 
smartly sophisticated. Features 
will deal with housekeeping, home- 
making, mothercraft, fashion, 
knitting, beauty, personalities, films 
and television, and the fiction side 
will include serials and complete 
stories. 


ck * 
The Chronicle’s “New 
Elizabethan Homes” exhibition, 


consisting of 10 scale-model houses 
based on architects’ winnin, plans 
in this paper's “Win a House’ 
competition, has begun a tour of 
a | of the principal stores in the 
north. 
bad * * 
With ~ f the issue dated 


| February 


adyance oO 4 
grate anpatign “Comte in 


of London Call 
proeranme Jour jour 


«My re <7 er 
roles hres at 


ins. x 8} ins. type area) and gives 


the advertisement rates, which re- 
main unchanged. 


wont oomens 
B.B.C., 
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We Hear 


being handled every i 


Leicester Publicit T Ge 
states a report 3 ~ PCouncil 
* 


were 
during the last two days of 1953. 
* * * 


V. Siviter Smith & Co., Lid, 
Birmingham, designers, 
_er and Fa will 

holding a press conference fol- 
lowed by a visit to their new 
engra works at Moseley +» ~ 
and a dinner and dance for the 
staff on February 16. 


Young printers’ school 


The British Federation of Master 
Printers will hold a Spring school 
for Young Master Printers, at 
Lincoln College, Oxford, March 28- 
April 10. 


* 
_ First ae. Pe of the 
ial air views taken by Acro- 
ilms par has now been published. 
* . 
The Society of Typographic 
Designers has a new design for its 
membership _ certificate. It is 
printed in black, maroon and grey, 
with Monotype Centaur sy 
Alfred Bunyan, a council mem 
was the designer. 
- * ~ 
An a for gg Twen- 
er “The 
ast Pm og Evening 
News urged readers to take advan- 
tage of London Transport’s reduced 
evening fares to Leicester Square. 
* * 

Exmouth Council have 
a scheme for national press adver- 
tising for April-June at a total 
estimated cost of £190 10s. 

* - * 

Kemp's Commercial Guides Ltd.. 
directory and commercial guide 
paseo, have opened information 

ureaux in London, Liverpool and 

Birmingham, to provide answers to 
all trade inquiries (excluding finan- 
cial status reports). The service is 
open to non-subscribers. 


No ‘official’ estimate 


The Economic Secretary to the 
Treasury in a Parliamentary reply 
said there was no official estimate 
of the amount spent annually on 
advertising, but the Advertising 


Association were preparing 34 
survey. 
* 

Removal from the of 
all red advertising li “which 
may be confusing to the motorist” 
has been urged by the Weymouth 


— seotetuit — 


Soci of } — Advertisers 
art? Ardath 
Mullard Ltd., and “Thos.” 
1 Enpiaqer Wt air 
A 42-year-old copy of the _—~ 
bordered a 20 Memonam 
Graphic former Fit re > 
Daily Seach, has been 
advertise the film Tianic” at 3 
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require 


Two Client Service Executives 


* 


* 
* 
* 


Expansion in Great Britain and on the 
Continent creates the need for two senior Client 
Service Executives. While not essentially 
trained statisticians, applicants must have had 
considerable experience in the use of research 
statistics as a marketing tool, and the ability 

to interpret figures to Managing Directors 


and top level Sales and Advertising personnel. 


Applications, in confidence, should be sent to Staff Controller 
ATTWO@D STATISTICS LIMITED 


CHANTREY HOUSE, ECCLESTON STREET, LONDON, S.W.1 
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Big chain tailors appoint Greenlys 


To handle BBC 


publication ads 
Advertising for B.B.C. Publi- 


“Two technical 


accounts 


Two important technical accounts 
have by acquired by Samson, 


& Co., 
Rolls-Royce Ltd. have Pe ae oe 
agency's technical vertising 
division to handle the announce- 
ments of their “B” range of petrol 
engines. These engines, consisting 
of four models, are standard equip- 
ment of British Army combat 
vehicles. Display spaces have been 
booked in The Times, Sunday 
Times, The Director and specialist 

publications. 
The agency has also been ap- 
inted to handle the Negretti & 
mbra Ltd. advertising in tech- 
nical publications. The activities of 
this precision engineering firm now 
extend to the aircraft and auto- 

mobile trades. 


* * 

First time national 
National advertising i be 
launched for Marlsbro men’s 
weathercoats im March. Adver- 
tising for this product has pre- 
viously been confined to trade 
journals and provincial mornin 
and evening newspapers. It will 
be supported with new point of 
sale material and other dealer 
aids. Geo. J. Smith and Co., Ltd., 
are the agents. 


Commercial Advertising Service 
Lid. have been appointed ents 
for Perl Controls Ltd., not Pearl 
Controls Ltd., as reported last week. 


The United gt Stores Ltd. 
have appointed G Lid. as 
agents for the Fifty Shilling Tailors. 
An executive team from Greenlys, 
including Howard Wadman, creative 
controller, and H. Underwood 
Thompson, marketing and mer- 
chandising chief, have been at the 
F.S.T. head office in Leeds this week 
for conferences, and campaign plans 
are being prepared. 

Greenlys also handle Arding & 
anes Ltd. for the United Drapery 

res. 


More spaces for Pye 
An extensive campaign will be 
launched by Pye on February 19 
soatuains automatic picture control 
sets. Large spaces have 

ll booked including a half-page 
. the Daily Express for February 


The schedule covers national 
newspapers and wo ge 
evening newspapers and the tra 
press. Arks Publicity Lid. are the 
agents. 


New Nurse Harvey 
product 


A baby powder containing pure 
olive oil is being launched by O. 
Scruton and Co., Ltd., makers of 
Nurse Harvey's Mixture. The new 
line will be known as Nurse 
Harvey's baby powder. 

Trade press advertising has 
started. Consumer advertising will 
be concentrated on women’s maga- 
zines. Hirst Ltd, (Leeds) are 
the agents. 


Quicker knitting 


Double Quick knitting wool is 
being launched by Patons and 
Baldwins Ltd. It is being put on 

in “tangle free one- 
and in one pound 


publicity will include 

women's magazines and trade press. 
The copy will stress that the new 
wool bd ready wound and also knits 
Osborne- and 


aie are the agents. 


Furniture shows will reflect the 
removal of ban on design 


This year’s British Furniture 
Exhibitions, sponsored by the 
British Furniture Manufacturers’ 
Federated Associations, will be 
the first to reflect on a large scale 
the result of the lifting of the 
ban on design shortly before the 
1953 shows. 

Dates for this year are Feb- 
ruary 8 to 18 at City Hall, Man- 
chester, and February 15 to 25 
at ha or London. 

ter has been 
designed ri aurice Rickards. 
picts a large yellow label 
he the words: “British Fur- 
niture Exhibition” against a 
background of wood veneer, in 
which six colours—tred, yellow, 
black, grey and two es of 
brown—have been used 

In London bus sides are carry- 

ing the poster, and double crown 


and double royal versions are 
appearing in the London Under- 
round, at main-line termini and 
interchange stations, and on 
special sites at Earls Court, 

An extensive campaign of dis- 
play and classified advertisements 


“AT A GLANCE” 
IS ON PAGE 259 


in the national, London evening 
and trade press is planned. 

The same poster design is being 
used to advertise the Northern 
Furniture Show on bus sides in 
Manchester and the surrounding 
area, in addition to an advertis- 
ing campaign in the local press. 

In charge of the advertising 
for the British Furniture Exhib- 
itions are Rumble, Crowther & 
Nicholas. Press officers are 
Andrew Reid and Joan Cutting. 


the 
way they 
like 


ADVERTISER'S WEEKLY 


SWEET SHORTCAKE 


“o At 


Get some today! 


Airline’s heavy 
concentration 


Breaking next week will be a 
four-month advertising and sales 

romotion campaign for Aer 

ingus. It will include the biggest 
concentration of advertising in the 
airline’s history. The campaign will 
announce the introduction of the 
Vickers Viscount to the Aer Lingus 
services. 

Press schedules include London 
evenings, Sundays, leading Lan- 
cashire and Yorkshire papers, and 
selected American, Dutch, French 
and international Aer 
Lingus will have Viscounts operat- 
ing between Dublin and London, 
Manchester, Amsterdam and Paris. 

Also in the campaign are 100,000 
announcement booklets and 50,000 
route folders. Foote, Cone & 
Belding Lid. are the agents. 


ublications. 


This local 
advertiser 

took 

506 inches 
during Dec. ‘53 
and Jan. '54. 


RECORD 
RESULTS 


even in these days 
can be obtained 
through 


529-535 High Road, Tottenham, N.17 
Telephone: 


Mr. Barton, 
“The Big Three Heralds”, 
823-9 High Road, Tottenham, N.1!7. 
Dear Mr. Barton, 
| am sure will be pleased to hear 
that we broke al 
and that we passed all records for this 
month on January |9th. 
| have no doubt that this record 
business has been achieved in some part 
through my advertisements in your excel- 
lent papers. 


27th January, 1954. 


One of the half-page advertisements 
which will be appearing in an exten- 
sive list of national and provincial 
daily newspapers in what is 
described as “the biggest campaign 
in biscuit history.” As reported 
last week the scheme will break 
to-morrow (Friday). Agents for 
Glengarry biscuits are 
Prentis and V. 


Big drive for Timex 


watches 
The 1954 campaign for Timex 
watches will be the biggest ever. 
Large spaces are being taken, in- 
cluding Il-inch triples in national 


newspapers, half- in ma 
zines and 8-inch ry in provi 
newspapers 
A wide ‘range of merchasitiaing 
Agents 


material will be issued, 
Graham and Led. 


(Doorway to a man's world) Led, 


TOTcenham 7764/5. 


records during December 


Yours faithfully, 
H. DAVI 
Managing Director. 


43,732 


A.B.C. 


NORTH LONDON’S 


BIG THREE WEEKLY HERALDS 


TOTTENHAM & EDMONTON WEEKLY HERALD (Est 93 years) 
WOOD GREEN, SOUTHGATE & PALMERS GREEN WEEKLY 
HERALD (Est 93 years) ENFIELD WEEKLY HERALD( Est 32 years) 


“THe iE BIG G THREE "WEEKLY HERALDS 
623-9 HIGH RD. TOTTENHAM N.17 
TOTtenham 3221 (4 lines) 


17/69 
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ADVERTISER'S WEEKLY 


Speculative schemes are 
deplored by IIPA 


The term “advertising agent” 
is a misnomer, Drummond L. 
Armstrong, director, Institute of 
Incorporated Practitioners in 


Society of British ‘aan 
Mancheste 


r. 

It was because of this, he said, 
that it was decided in 1927 to 
find an alternative description 
that could be protected by law. 
The designations “registered 
practitioner” and “incorporated 

ractitioner” were so protected. 

e felt it was unfortunate that 
the term “advertising practi- 
tioner” had not been brought 
into more general use. 

Emphasising how important 
it was that an advertiser, when 
selecting an advertising agency, 
should “see for himself,’ r. 
Armstrong said: “It is only by 
an examination of the personnel 
of an agency and by looking at 


Pamela Vacher’s 
new venture 


A new firm of space sellers for 
European publications is opening 
this week at 14 Dover Street, 
London, W. 

A. Press, in the hands of Miss 
Pamela Vacher, will represent 
the social democratic publica- 
tions of Belgium, Norway, 
Sweden and the Netherlands. 

Miss Vacher joined the B.B.C. 
in 1942. After training with the 
J. Walter Thompson Co. she 
went to Norway in 1949 to take 
over the foreign rtment of 
A/S Gumalius og Reklame in 
Oslo—Norwegian sister company 
of the old Gumalius agency in 
Stockholm. In this capacity she 
is already known to many British 
advertisers in Scandinavia. 

A. Press represents a wide 
number of social democratic 
publications which hold leading 
positions in their countries— 
among them Volksgazet (Bel- 
jum), Het Vrije Volk (Nether- 
fands}, Arbeiderbladet (Norway), 
Morgon-Tidningen and Aftontid- 
ningen (Stockholm), Ny Tid 
(Gothenburg) Arbetet 
(Maimoe). 


MILK CAMPAIGN 
FORECAST 


An advertising campaign to ex- 
tend the sale of milk was forecast 
A Fe vigp-chalemen, 

arketing 
to Hampshire National fenere 
Union at Southampton. 

Pointing out i — 
capacity was fully enga " 
there was a surplus of tinned and 
powdered milk, said: “We shall 
call upon Sn for some small 
sacrifice. e have to devote 
money to the necessary agvertans 
and sales promotion work whic 
is necessary. We hope and belicve 


they will be financed joey by the 
producers and the trade equal 


the work it has done and is 
doing for its clients that an 
advertiser can decide whether or 
not the kind of service rendered 
will be suitable to his own 
business.” 

The Institute deplored the sub- 
mission of speculative schemes 
because they were uneconomic, 
unbusinesslike and unwise. In 
the long run, speculative schemes 
were paid for by the advertiser. 

The Institute had never made 
any suggestion that its members 
should interfere in any shape or 
form with the absolute freedom 
of choice of the advertiser. He 
laid particular emphasis on the 
value of the advertising manager 
who, with the agency, could make 
a tremendous contribution to the 
success or failure of the advertis- 
eee providing that the 
advertising manager was given 
the requisite degree of authority. 
Although advertising managers 
were not even now appreciated 
as they should be, r. Arm- 
strong considered that a great 
deal of progress had been made 
in that direction since the days 
when the Incorporated Advertis- 
ing Managers’ Association was 
first established. 

Referring to the close colla- 
boration tween the LS.B.A. 
and the Institute on the subject 
of competitive television and in 
other directions, he paid a tribute 
to the work of the director of 
the LS.B.A., Alan Whitworth, 
and said that, in the long run 
the interests of the Institute an 
of the LS.B.A. were bound to be 
identical. 


Pictured at the 70th birthday cele- 
brations of F. J. Scholl, pioneer of 
the Scholl foot comfort service, are 
(left to right) K. Bathgate, copy- 
writer with the company's agents, 
Spottiswoode, Dixon & Hunting 
Lid., R. O. Morris, managing 
director of Spottiswoode's, and Mr. 
and Mrs. F. J. Se Feature of 
the celebrations was the presenta- 
tion to Mr. Scholl of a volume 
bound in grey leather and tooled in 
gold coMtaining 100 pages on which 
were mounted messages from 40 
different countries with signatures of 
executives of the organisation's 
branches throughout the world. 
The volume was designed by 
Edward Burrett for Spottiswoode, 
Dixon & Hunting. 


More industrial 
films 


The publication of the new 
Central Office of Information 
catalogue “Films for Industry” 
was marked by a meeting in 
Glasgow. 

Charles Murdoch, chairman of 
the Scottish Board for Industry, 
said that the catalogue included 
about 200 American films with 
50 or more British films, and 
others from Europe and the 
Commonwealth. 


NEWNES LAUNCHING A NEW MONTHLY 


Newnes are to publish a new 
popular magazine in their 
‘Practical” series—the Practical 
Motorist and Motor Cyclist, The 
first issue will be dated May, on 
sale April 8. The initial print 
order will be 100,000 and the 
magazine will sell for 1s. 


Edited by F. J. Camm, one of 
Britain’s most experienced tech- 
nical journalists, the Practical 
Motorist and Motor Cyclist is 
directed to every motorist who 
takes an intelligent interest in his 
car or motor . The new 
magazine will teach him how to 


steering, 
back axle, 
gear box, 
overhaul the 
engine, and, 
in fact, to do 
all those re- 
pairs which 
do not need 
factory 
equipment. Stuart Mander 


The latest tools and accessories 
will be reviewed and a free 
advice bureau will regularly 
answer readers’ queries on all as- 
pects of repair and maintenance. 

Stuart Mander, advertisement 
director of George Newnes, 
announces that the advertisement 
rate for the new publication will 
be £70 a page but there will be a 
special launching offer covering 
the first six issues. Advertisers 
who book space in all first six 
issues of the Practical Motorist 
and Motor Cyclist will obtain 
their six insertions for the price 
of four. 

There are over 2,500,000 cars 
in this country and nearly one 
million motor cycles. Many of 
these, says Mr. Mander, are 
owned by real enthusiasts who 
spend much of their time repair- 
ing, maintaining and improving 
their vehicles. is is the market 
to which the new journal will 


— 

¢ advertisement manager of 
Practical Motorist and Motor 
Cyclist will be R. D. Young who 
is also advertisement manager of 
the other publications in 
Newnes Practical Group. 


How ‘Radio Times’ 
ads can pull 


A quarter page advertisement 
for Prestcold in the Radio Times 
drew 74,632 replies; an eighth of 
a page advertisement for a Cook’s 
holiday brochure pulled 13,858 
applications; and a similar sized 
space offering a 20-page Life- 
guard book on home painting 
attracted 24,204 replies. 

These are among the facts and 
figures given in a 96-page booklet 
published by the B.B.C. about 
the Radio Times. 

The book includes a graph 
which traces the rise of the cir- 
culation of the Radio Times; 
advertising case histories of suc- 
cessful campaigns in the Radio 
Times are given; and the story 
is told of the evolution of the 
Radio Times trade press advertis- 
ing scheme. 

e book ends with a formula 
for successful advertising—gp+ 
wd+gaa+hec+rt=s. (Explana- 
tion: =good product, wd= 
wide istribution, gaa=good 
advertising agency, hcc=honest, 

copy, rt=Radio Times, s= 
success). 


Last issue of the 


‘Grocers’ Review’ 

Rising costs of printing, pub- 
lishing and distribution claimed 
another victim on Tuesday when 
the 65-years-old Grocers’ Review, 
which has always been published 
in Manchester, appeared for the 

time. 

One of the few weekly trade 

pers to be published outside 

ndon, the Grocers’ Review 
was also unique in that it was 
largely a regional trade paper for 
which grocers in the north had 
an especial affection. 

Its editor and advertisement 


_manager, E. R. Knowles, had 


been with the paper for 26 years. 
METAL BOX BID 


The Metal Box Company Ltd. 
has made an offer to the share- 
holders of Brown, Bibby & 
Gregory Ltd. to purchase their 
shares in the company, and it 1s 
expected that the purchase will be 
completed almost immediately. 
Brown, Bibby & Gregory Ltd. are 
colour printers and manufacturers 
ral paper and board ——n i. 

paper bags ai speciality 
—~ {n foil and film laminates. 
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Accounts 


B.B.C. PUBLICATIONS to Spottis- 
wi Dixon & Hunting Ltd., 
from April 1. 


COIN INSULATION LTD., 
makers of insulation material, to 
Havas Ltd. Using technical and 
trade magazines. 


FIFTY SHILLING TAILORS to 
Greenlys Ltd. 


ie ~d INDUSTRIES  LITD., 

makers of automobile and air- 

on. ns .. B-e. 
y Lid 


fi HOLDINGS ry. Sandil 
Léd., ughes & 


Smith H Co., Ltd. 
(Havan Products), and 
Ltd., to Paul E. Derrick Adver- 
tising Ltd. 
NURSE HARVEY'S BABY 
POWD) to Stuart Hirst Ltd. 
(Leeds). | Using women’s maga- 
zines and trade press. 


ELLERN PAPER CO., converters 

- Rg and makers of paper 

ublic relations accounts 
urray-Smith Ltd. 


PERIHEL LTD., makers of Actina 
ultra violet and infra red ray 
lamps, to Geo. J. Smith & Co., 
Ltd. National test scheme start: 
ing in the spring. 

BRITISH LOCOMOTIVE MANU- 
FACTURERS’ ASSOCIATION 

blic relations account to 
itorial Services Ltd. 


F. H. BIDDLE LTD., makers of 
convection heating apparatus, 
ea oe equi t and air- 

itioning plant, to Sells Ltd. 
Trade and national! press. 


W. J. BROOKER LTD., specialists 
in oil refinery painting, to S. C. 
Peacock Ltd. 

NEGRETTI & ZAMBRA LTD., 


advertisi in technical publica- 
ne wy 8 Clark & Co., 


ROLLS-ROYCE L 


TD., 
advertising for “BR” range of 


petrol engines to Samson, Clark 
& Co., Lid. 


THE STAMFORD TRADING 
CO., LTD. (decorative and con- 
structional veneer specialists), 
with advertising in. yi papers 
to Smee’s Advertising Ltd. 

TRIUNE PRODUCTS relinquished 
by Charles Walls & Partners Ltd. 


and 
Belding Ltd.). 


MOYGASHEL FABRICS, using 
national Kf and es ney news- 


magazines 
frondon _- i, th | ~~ Ltd.). 

PATONS & “ee INS DOUBLE 
QUICK ITTING W 


OOL, | 


using ae ‘s magazines = 
trade press (Osborne-Peacock & 
Co., Ltd.). 


R LA 
launching biggest ever national 
campaign (G. S. Gerrard MLtd.). 


PYE, ~ — pomenenen, 
ta) seovincale ( Atks Pub ines ead 


O.K. SA national news- 
A — Fe spaces in 
women’s magazines to announce 
introduction of new green Th 
for O.K. sauce botties 
Browne Ltd.). 

ISOTOPE DEVELOPMENTS 

TD., using trade and technical 
papers (Downtons Ltd.). 


PHARMACEUTICAL 
LTD., ethical proprietary medi- 
comdconb ghaciomial vate 
jou an 
Pia). (Dudley Turner & Vincent 


BOULOGNE HARBOUR cam- 
paign using motoring press, 
national Sundays and rs on 
British Railways and London 
Transport to tell motorists of 
special loading - Tu). at Boulogne 


harbour (Havas 
FRENCH GOVERNMENT 
TOURIST OFFICE spring cam- 
ign using national dailies and 
undays, provincial mornings and 


evenings, motorii and 
magazines (Haves itd). 
naan MEN’S WEATHER- 


ATS first national advertising 
campaign (Geo. J. Smith & Co., 


A. J. MILLS & CO., LTD., using 
whole pages in trade papers for 
Unox luncheon meat (Sam- 
son, rk & Co., Ltd.). 
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CURRENT ADVERTISING AT A GLANCE 


In Ireland... 


bs - 


Unequalied in Kent 


issocited Kent Newspapers 


Accounts Office 
30 High Street, Chatham (Chatham 2213) 
Advertisement Representotives 
E. W. Player, Led., 30 Fleet Screet, E.C.4 
(Central 2786) 


the Top of the Market read 


THE IRISH TIMES 


—the Top of the Mornings 
Landon Office: 59, Fleet St, B.C4. 


TRAPINEX 
for 
TRANSFERS 


Service and Quality 


TRAPINEX LTD 
i76-188 ACRE LANE, BRIXTON, SW2 
BRIXTON 2057-8 
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ADVERTISER'S WEEKLY 


Ad lights and 
road safety 


Siting of coloured neon adver- 
tising signs, either flashing or 
continuous, near traffic lights and 
flashing zebra-crossing beacons 
is to be the subject represen- 
tations to the Ministry of Trans- 
port and to local planning 
authorities from the Association 
of Optical Practitioners and 
road safety organisations. 

They will state that a variety 
of bright lights tends to distract 
the attention of motorists from 
the official signs sited for the aid 
and information of road-users. 

Sam Black, press officer of the 
Association of Optical Practi- 
tioners, said that they are also 

rturbed about coloured flood 

mps and illuminations of the 
type used mainly by garages. 


What Wall Street 
spends on publicity 

Daily Express city editor, 
Frederick Ellis, reports from 
America, where he is on a tour 
of U.S.A. and Canada, that Wall 
Street is £180,000 on a 
nation-wi advertising cam- 
paign. Pamphlets and hand-outs 
weighing 4 |b. are available for 
the would-be investor. 

Mr, Ellis comments that there 
is much that Throgmorton Street 
can learn from their colleagues 
in U.S.A—in advertising and 
other matters. 


Modern kitchen 
tie-up plan 


The February issue of the 
Domestic Equipment Trader con- 
tains a tie-up with the forth- 
coming Picture Post feature on 
“The \odern Kitchen.” 

This is a sequel to two suc- 
cessful similar tie-ups last year 
on “The Modern Kitchen” and 
“Heat and Light in the Home,” 
and takes the form of a 22-page 
section showing the ry to 
be advertised in the Picture Post 
feature, followed by details of 
the free yen | kits available 
and how retailers can obtain 
them. 

The section concludes with an 
authoritative article on how the 
dealer can use these display kits 
to the best advantage to “Sell a 
Kitchen in Six Stages.” 


Breakfast party 


To publicise the opening of 
the new Bacon and Egg section 
of Coventry Street Corner House 
J. Lyons on Monday entertained 

en from daily, evening, 
provincial, magazine and trade 
pers. They were received by 
Ciceoes, Fried, Egg, Ham and 
Bacon (alias W. Fried, a waiter, 
H. R. Egg, a boarding house 
keeper, C. Ham, a timber mer- 
chant, and comedian Max Bacon). 
The party was arran by Mark 
Quin, Jack Richards and Len 
Burrell of Lyons’s advertising and 


publicity department. 


2 


On February 1—Bride’s Day—the ancient ceremony of the cutting of the 
or 


St. Bride's Cake was revived. The 


first St. Bride's cake was baked { 


Sir Christopher Wren for his daughter's wedding and was a replica 7 

St. Bride's steeple. This year's cake, seen here being cut by the Rev. C. M. 

Armitage, was made to the same design from the old recipe, by the Ripley 
Bakery and presented by the Fleet Street Column Chub. 


St. Bride printing library appeal 


The appeal for the St. Bride 
Printing Library, launched short- 
ly before Christmas by the Lord 
Mayor of London (Sir Noel V. 
Bowater) has met with swift and 
widespread response. 

Over 100 contributors from 
29 different cities and towns have 
already brought the “cash-in- 
hand” fund to over £1,400 and 
pledges and covenants already 
account for over half the annual 
subsidy of £300 required for a 
seven-year programme of activi- 
ties such as travelling exhibi- 
tions and film-strips. 

W. S. Crawford Ltd. are among 
the eight firms that have taken 
a five guineas a year “stake” in 
the Library's future by the 
method of seven-year covenant, 
which almost doubles the actual 
benefit of the gift through re- 
covery of income tax. Colman, 
Prentis & Varley Ltd., Foote, 
Cone & Belding Ltd., Smiths 
Advertising Agency Ltd. and the 
J. Walter Thompson Co., Ltd., 
are among the first 40 firms to 
apply for the mtg of honor- 
ary lite membership for an ap- 
pointee, with a gift of 10 guineas. 


False description 
alleged 


Louis Rubens, Ltd., wn 
traders, of Great Titchfield 
Street, W., who were summoned 
by the Retail Trading-Standards 
Association, Inc., have been sent 
for trial at London Sessions on 
two counts alleging that they 
applied a false trade description 
to goods and that they sold a 
dress to which a false description 


was applied. 

A Sons which, it was alleged, 
was described as “pure silk 
organza” was described by a 
textile expert as containing only 
13.3 per cent silk. 


APPEAL LODGED 

Sheffield Billposting & Adver- 
tising Co., Ltd., have lodged an 
appeal with the Ministry against 
Sheffield City Council's refusal to 
allow two poster sites at the 
junction of Cobden View Road 
and North View Road, Sheffield. 


FATHER’S DAY WINS 
TRADE SUPPORT 


Father’s Day—fixed this year 
for Saturday, June 19—is expec- 
ted to be “bigger and better than 
ever.” More traders will be 
participating. 

Two sizes of showcards have 
been produced by the organisers, 
the Father's Day Association 
Ltd. The colour scheme is red 
and turquoise. Twice as many 
window stickers are expected to 
be distributed this year than last. 

Plans are being made to dis- 
tribute the display material 
through local Chambers of Trade 
and Commerce. 


No ads for books 
on ‘black list’ 


As part of the drive against 
obscene publications the National 
Newsagent Bookseller-Stationer 
is to set up its own censorship 
board to vet material enterin 
both its advertising and editoria 
offices. 

A meeting of the directors last 
week decided that copy for ad- 
vertisements should be carefully 
examined, and advertisers or 
their agents should be asked to 
submit copies of publications, the 
nature of which they might have 
reason to question. 

No advertiser will be per- 
mitted to announce any titles 
which were included in a “black 
list” which the journal published 
last August. 


Shaved by the bell 


Isotope Developments Ltd. 
have recently introduced a 
method which gives a continuous 
check on the thickness of paper 
during its manufacture by non- 
contact methods. 

The paper to be measured is 
subjected to a continuous radio- 
active bombardment which is 
recorded on a dial. A warning 
bell is rung, should there be any 
variation in the thickness of the 
paper. 


! More bald men 


answer his ads 


} Arthur J. Pye, consulting 
hair specialist, of Blackpool, 
Thas been taking large spaces; 
in the national press, in addi- 
ftion to using Continental 
radio stations and overseas; 
papers, for many years. 


greater numbers than ever, 
+ he told “Advertiser's Weekly.” 
~ “We are stepping up our 
advertising campaign, particu- 
¢larly during the winter 
{months and it is often a ques- 
}tion of waiting for space in 
j the national press,” he said. 

}. Down the years, Mr. Pye 
has remained faithful to the 
Charterhouse Advertising Ser- 
vice. “We work as a team,” 
he said. Mr. Pye believes 
that TV advertising will open 
}up a big new field for pub- 
licising hair treatmen 


Sportsmen’s corner 
Captain’s gift to 
NAGS 


L. M. Masius, this year's captain 
of the Newspaper and Advertisers’ 
Golfing Society, has sent to each 
member a gift of a tie-on golf-bag 
label. Attractively and strongly 
made, with a leather strap, the label 
has one side with space for the 
owner's name and address, while on 
the reverse are diagonal lines in the 
poe pe colours—green, yellow, red 
and white—with the letters N.A.G.S. 
and a drawing, in white on a green 
background, of the two “nags.” 

The Society's first meeting is a 
week-end at Sandwich, April 2-4. 
There will be a dinner on the first 
evening and after it Henry Long- 
hurst is going to give a talk and 
show a_ two-hour programme of 
solfing films. 

A 10-day golfing tour, by 
of famous courses in France an 
Belgium is being organised for 
Easter a travel agency. There 
will be 24 seats in the coach and 
some of these are being provisionally 
reserved for N.A.G.S. members. 
Philip Hudgell, the secretary, can 
supply details. 


F.S.C.C. golf week 


A week's golf tour in the West 
Country, from June 14-18, is being 
arranged by the Fleet Street Column 
Club Golf Circle. Games will be 
saved at Bath, Weston and Long 
Ashton and the tour will include a 
— of matches against local 
sides. 

On the last night members will 
be the guests at dinner of Glovers 
Advertising Ltd. 


Football 


Results of recent matches in the 
London Advertising Football 
League: Royds 0, Warland 1; 
Allardyce Palmer 0, Newnes 9; 
Bensons 3, Dorset House 1; Royds 
3, Allardyce Palmer 3; Warland 4, 
Tex Press 2; Royds 1, L.P.E. 8; 
Warland 6, Allardyce p= 2; 
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Agent tells of his losses on 


farming 
the details in the accounts concerned. 

None of these accounts show how 
you have disposed of a sum in that 
region. You cannot remember 
where the £55,000 has gone?—We 
are going back five years. I have 
been very ill and I cannot remember 
all these things. 

Mr. Metcalf said that he had lost 
£12,000 on farming. He had over 
£10,000 motoring, travelling and 
entertaining expenses. Another 
£15,000 was his salary. a 

Mr. Parris: Have you been living 
like a lord? 

Mr. Metcalf: I have not. I have 
been living at £1,700 to £2,000 a 


year. 
Mr. Metcalf said his motor ex- 
were £15 a week, and he ha 
Destin with £1,300 f 
i wi a year for 
etetaaine, Mr. Parris asked: 
“Who were you entertaining to that 
tune, and where—the Savoy?” 
Mr. Metcalf said he had been to 
the Savoy and to Ciro’s. 
How much did you spend at 
Ciro’s in 1952?—1I have no idea at 


Entertaining clients 

Were you entertaining chorus 
girls?—-No. I have no interest in 
chorus girls. : 

Who then?—My own clients. 

Was the money spent on enter- 
taining friends?—It was spent for 
the pu of obtaining business. 

Mr. Parris said that left £18,000 
unaccounted for, and Metcalf said 
he could not explain this figure 
without consulting his accountant. 

When questioned about his com- 
pany’s affairs, Metcalf said the com- 
pany’s deficiency was made up of 
unpaid publication accounts—adver- 
tising pene ee he had taken out 
and not paid for. . 

Questioned by Mr. Parris he said 
the company no reserves and 
all the time he was running up the 
large sum on loan it was, in fact, 
clients’ money that was going into 
his ket. ; 

r. Parris: You were converting 
clients’ money to your own 
That is of ot as to? 

Mr. Metcalf: Yes. 

Do you think that was an honest 
thing to do?—1 had the value of 
the company. I put it at £7,000 
when it was worth £15,000. 

Both you and the company were 
insolvent in 1 apart from any 
offer that might be made for the 
shares?—I do not agree. Obviously 
the company was worth something 
and so were my personal assets. 

The hearing was adjourned. 


Legal and Garette 


BANKRUPTCY 


PROCEEDINGS 

James Micnast Dove, formerly 
residing at 102 Queen's Drive, Glasgow, 
8.2, Scotland, at 85 Eaton Place, London, 
S.W.1, advertising agemt. Order of Ad- 
judication January 8. 

James Gurnos Jones, residing and 
formerly carrying on business at 27 Break 
Sea Close, Sully, Glamorgan, advertising 
agem, ctc., and Clarice Eileen Jones (his 
wife). Public examination April 14 at 
Law Courts, Cathays Park, Cardiff. 


CHANGES OF ADDRESS 
Wahl Asmussen A.B. (Stockhoim office) 
to Karlavagen 14A, Stockholm O, . 
“Canada Review” w 63 Fleet Street, 
London, E.C4. 


NEW COMPANIES 


Books Léd., 140 Cromwell Road, 
S.W.7. importers and exporters of and 
dealers in, books, magazines, periodicals, 
newspapers and other publications. 
Nominal capital £1,000. Directors: R. 
Morpurgo, W. G. Antrobus, 

W. & G. McClelland Ltd. Commercial 
artists, designers of pictorial and display 
advertisements, etc. Nominal capital 
£1,000, Directors: W. McClelland, and 
Gwendolen M. McCieiland, Springficid, 
Cross Street, Wigston Magna, Leics. 

Marcon Printers Lid., 6-8 Old Bond 
Street, W.1. Nominal capital €100. 
Directors: S. J. Marks, Letitia Anderson. 

Derek Verschoyle (Academic and 

) Ltd. Nom- 
inal capital £100. Subscribers: D. 
Verschoyle, D. D. Morgan. 

Colin Venton Litd., Uffington Press. 
High Sweet, Mciksham, Wilts. Publishers 
of Uffington Press, Nominal capital £100. 
Director; C. Vemon. 

Homka Lid., 25 Sefton Road, Walton, 
Liverpool, 9. Manufacwrers of and 


EW. Weatherby, P. M. Weatherby. 
The above-mentioned particulars of 


SOMEONE 


needs this man! 


Originally a Scot from Glas- 
gow, but for over forty years 
conducting his own Advt. 
Agency on Pacific Coast in 
U.S. and Canada. Just re- 
turned to London to retire 
but wants PART TIME occu- 
pation in any phase of Agency 
work, consultative, adminis- 
tration, — printing 
> op notch sales- 
man. Past retiring age but 
full of mental and physical 
energy. Fast worker. High- 
est references. 


Harry G. Penman, 
76 Grange Road, Ealing, 
[London, W.5 
EAL 6945 ; 
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ADVERTISER'S WEEKLY 


Here’s how to reach 


MORE THAN 


11,693 


TOP EXECUTIVES 
in INDUSTRY 


A Simple Sales Story in Simple Arithmetic. 
Every month BUSINESS—The Journal of 
TOP Management in Industry—sells over 
1983) copies. (A.B.C. certified, July-Dec. 


A Readership Survey conducted in Decem- 
ber last proved that 91%, or over 11,693 
copies, go to and are read by Chairmen, 
Partners, Directors and artmental 
Heads of British Industry at Home and 


Overseas. These are important le, 
for they BUY FOR INDUSTR' Pyth 
which sells to Industry. 


So it is no idle claim that BUSINESS is the 
Journal of TOP Management in Industry, 
for, IN FACT 


RY—everything 


Business 


has far greater coverage of 
TOP Industrial Executives than 
any other Journal in, or near, 
its field. 


Exhibitors 0 pre-seli these 


important buyers by advertising in the en- 
larged B.I.F. May issue of BUSINESS. 

Copy-date is March 25th, so, to reserve space, RING 
CHANCERY 8844 NOW. 


A.B.C. certified NET SALES 


=" ee 


Published by 
Business Publications Ltd., 180 Fleet Street, London, E.C.4 
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ing media, etc. Nominal capital £100. 
Directors: H. O. Meyer, H. L. Meyer, A. 
Connelly, Ivy Connelly. 
Weatherbys (Publishers), 15 Cavendish 
Square, W.1. Owners, printers and = 
publishers of the general stud ooks, 2 
primers and publishers of the Racing pe 
al Calendar, and to act as general agents D>, 
and stake-holders, cic. Nominal capital a 
£100. Directors: Sir Francis Weatherby, a 
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ADVERTISER'S WEEKLY 


Senior 
Art Director = 


3 


Please write in detail to 


CLASSIFIED ADVERTISEMENTS 


y.”” 180 Fleet Street, London, ECA. CitAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 
wanted 


persons answering these advertisements must 


made through aca Office Ministry Labour Scheduied Employment 
for Overseas office of Aaa th te cael bo o ene cand 16-04 tattadee oy ¢ camp ened 1-O tnanaee 
J. Walter Thompson Company unless he or she, or the employment, is the 


the Art Director 


J. Walter Thompson Co. Ltd., Opportunity Awaits 
40 Berkeley Sq., London, W.1! . 
SENIOR VISUALISER 
COMMERCIAL ARTIST capable of accepting full respon- _lated into apt and distinguished 
packaging firm, good BOM, sibility for the work of a small, _ finished art, can make substantial 
essential. Apply with specimens w keen studio in London Agency progress in this job. 
1 er me nea” , — Lid., with some reputation for work Advertiser's staff know of this 
— of quality and distinction. advertisement. 
A young man with a strong sense Applications should give full 
GENERAL ARTIST of design, a feeling for appro- details of training, experience 
priate typography, and the ability and salary required. (No speci- 
London Studio requires a man who to get his studio’s roughs trans- = mens in first instance). 
is an all-rounder, can use the air- 
brush or do a simple drawing and Box 6709 Advertiser's Weekly 180 Fleet St EC4 


can do a good visual. Would be 


an advantage if he is willing to take 


PRODUCTION /COPY DETAIL, Wes | PRODUCTION. 


Experienced man re- 
End Agency require another experienced quired by London Agency w handle 
man wo handle mechanical production @ number of Technical Accounts, The 
and copy despatch on group of im- Previous Agency experience essential. 
portamt accounts, Write full details Five-day week. Good salary offered 
oe expected salary tw Production 2. ——— applicamt. Write, stating we need is perhaps in a job and has 


anager. perience and salary ——¥7 to 
Rox 6665 Ad. Weekly 180 Fleet St BC4 Box 6700 Ad. Weekly 180 Flee: St BO4 


Box “she Ad Weekly 189 Pleet St E04 


CAPABLE YOUNG LADY with know- SPACE SALESMEN or Women required. 
charge of a small section making ledge of layout ane finished =<. Fuw-diews opportunity 3 cighe appli- 
: A Excellent prospects for person cants. acancies exist ‘est Country, 
up photographic adaptations. initiative. Studio situated N.W. Midlands and Ireland. Kemp's Direc- 
Box 6696 London convenient Stanmore/Met. tories, 52 Haymarket, S.W.1, 
ia hp FO Write stat- SE. . 
Advertiser's Weekly 180 Fleet St EC4 pag fence Gal otery coaunees | me an eeve Seamed Dor Seleieus 


weekly. State salary required. 
Box 6711 Ad. Weekly 180 Fleet St BC4 


reached a dead end. He is a better 


G. S. ROYDS LTD. 


INCORPORATED PRACTITIONERS IN ADVERTISING 


have a vacancy for an executive who 
has considerable experience in 


OVERSEAS ADVERTISING 
AND MARKETING 


He should have a sound agency background and 
@ personal and current knowledge of at least 
some of the major markets. Applicants—preferably 
under 40 years of age—should give fullest partic- 
ulars, including education and previous appoint- 
ments held. They should state, in precise terms, 
those markets in which they have had most 
experience, and the type of advertising and selling 
problems they have had to meet. Ali correspond- 
ence will be treated in confidence. 


APPLY TO: 
THE SECRETARY 


G. $. ROYDS LTD., 160 PICCADILLY, W! 


letterer, designer and all-rounder 
than his firm give him credit for, or 
the opportunity of proving. He can 
start with us and earn as much as 
his work warrants and talents 
deserve. 
Write in the first instance with details 
of experience and range. 


Box 6698 
| | Advertiser's Weekly 180 Fleet St &¢4 


ADVERTISING CANVASSER required, 
cither sex, willing to travel, regular 
employment, good media, must pro- 
duce references. Fares and good 
commission basis. 

Box 6618 Ad. Weckly 180 Fleet St BC4 


ADVERTISING gee noe onal <.. 
weekly trade Wa mm 
_ London Cc. Five-day woe 
os 6636 Ad. Weekly 180 Fleet St BC4 


ROTAIRS 
Experienced 


GENERAL ARTIST 


required 
able to carry out first-class roughs 
from visuals and finished artwork. 
Figure work an advantage. A great 
opportunity to get in on the ground 
floor of this rapidly developing new 
mobile medium. P dena week, no 


wih, elena enti 
Art Director, Miles Griffin Co. Lid. 
4 Seaton Place, Hampstead Road, N.W.1 


CURRYS LTD. Britain's leading TV, 
lers. 


to ability. Phone Mr. 
Russell, EALing 4137, for appoiniment. 


"Phone your Classifieds to CHA 8844 (Ex 25) 


Pepruary 4, 1954 


APPOINTMENTS VACANT 


Senior 
Art Director 
wanted 


for Continental office of 

J. Walter Thompson Company 
Please write in detail to 

the Art Director, 

J. Walter Thompson Co. Ltd., 
40 Berkeley Sq., London, W.! 


PRODUCTION /COPY DETAIL. Assistant 
for busy West London Agency. Must 
be methodical and painstaking worker. 
Write, giving full details of experience, 
age, ctc., and salary required to 
Box 6676 Ad. Weekly 180 Fleet St BCS 

YOUNG SILK SCREEN ARTIST re- 
— for work on glass and perspex 


Apply Hervey & Goodman Lid., 93 3-97 
Regent Street, W.1 (MAY fair 9901). 


A Lady 


is omeee by a famous high-class 

Nati eekly magazine in London 

as a fashion and beauty advert- 
isement representative. 


Applicants, aged 25-35, should 
have had sales experience and some 
association with the leading fashion 
and beauty houses, or alternatively 
some knowledge of advertising. 


Write in confidence to the Advert- 
isement Director giving details of age, 
experience and salary required. 


Box 6701 
Advertiser's Weekly 180 Fleet St EC4 


ee Oey STRIAL ORGANISATION 
the electrical field require a 
Pubticiey Manager to be based in 
London, with responsibiliny for adver- 
tising, display and editorial. Salary 
£1,500 or thereabouts. Write fully 
Box 6707 Ad. Weekly 180 Fleet St EC4 
SPACE REPRESENTATIVE. Publishers 
require experienced, top-flight represen- 
tative for their official 2 
Write, stating age, experience, 
Box 6710 Ad. Weekly 180 Fleet St BCS 


MACHINERY 


Britain's leading engineering journal is looking 
for an energetic young man (27-32), 
with initiative and @ flair for advertising and 
who has hed sound practical experience of 
metal-working practice and machine tools. 
Must be able to describe in good easy flowing 
English, machines and tech . 
and have the ability for planning and editing 
technical catalogues and instruction manuals 
Past experience of technical publicity desir- 
able. Permanent position, good prospects 
and pension scheme await the right man. 
Write sending specimens of work, with full 
details of experience and salary required to: 


The Service Manager 
‘MACHINERY © 
National House 
West Street * Brighton 1 
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Feprauary 4, 1954 


| CiSses ADVERTISEMENTS 


VISUALISER 


British-American Tobacco Co., Ltd., 
have a vacancy in their Advertising 
Department for an experienced artist 
who can show evidence of a better 
than average creative ability. The 
successful applicant will be expected 
to work on many forms of advert- 
ising, with emphasis on display and 
press material, for a diversity of over- 
seas markets. Finished work will not 
be required but he will have to be 
able to express his ideas, including 
figure subjects, in a deft and present- 
able form. The appointment will be 
permanent and there are good pros- 
pects of advancement. The Company 
has a pensions scheme and there is 
a Staff restaurant on the premises. 
Apply in writing giving full details of 
experience to: 


Personnel Department 
BRITISH-AMERICAN TOBACCO CO., LTD. 
7 Millbank, London, $.W.1 


APPOINTMENTS VACANT 


ASSISTANT TO 
PUBLICITY MANAGER 


required by leading London electronics firm. 
Considerable scope for the man who knows 
what is wanted afd gets # done. Con- 
sideration given oy to ngmred who 
have a th gh k dge of ring and 
supervising art, process and print. Agency 
know-how, epvesting ability and some 
knowled oft or radio ore 
ad Short proving the 
ehove chillies end dating sslary roquived, to 


Ref. K.C. Box 3439 
15 Hill Street, London, W.1 


| 
| 


MURRAY-WATSON LTD. 
require 
a person, male or female, with many 
years’ experience in routine servic- 
ing for a group of accounts under the 
supervision of Account Executive. 
This person must have working 
knowledge of ordering blocks, type- 
setting, print, artwork, photography, 
etc., and must be conversant with 
media selection. Consideration 
given to a younger person but we 
are looking for someone preferably 
over 35. 
Apply: 58 Brook Street, London, W.1 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


FIRST CLASS ONLY 


ARE YOU THIS PERSON?.-Young 
man, or lady, experienced with block 
making, type setting and general copy 
detail routine, wishing for a change to 
a friendly medium-sized adverusing 
agency where ability and initiative can 
be noticed. If so, please write infor- 
mative letter wo C.F.C., 18 Thurloe 
Place, S.W.7. 


.  Retoucher with 
mechanical subjects essential. Bromicy 
Kent area. 

Box 6681 Ad. Weekly 180 Fleet St BO4 


EXPERIENCED LETTERING ARTIST 


wamed for Commercial Studio in Large 
West End Agency. Five-day week. 
Good prospects. Write, stating experi- 
ence and sal 


ary to 
Box 6678 Ad. Weekly 180 Fleet St BC4 | 


QUALIFIED TYPOGRAPHER 


with expernence of print and oa 

layout required 

Advertising Agency. Applicants should 

write, giving details of experience and 
salary required to: 


Box 6699 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT ARTIST required w work in 
team on National and Technical Ac- 
counts. Must be capable of producing 
visua's on his own initiative and work- 
ing them up to presentation d 


Expanding 
West End Agency 


requires an additional man for 
mechanical production dept. Agency 
experience essential. Progressive 
positionand salary. Preferably aged 
23-25. Write stating age, ex- 
perience and salary required. 
Box 6584 
Advertiser's Weekly 180 Fleet St EC4 


Write full details, age, expericnce, 
salary, etc., to General Manager, Smec's 
Advertising Lid., 3/5 Duke Street, Man- 
chester Square, W.1. 


Layout Artist 
wanted for 
SOUTH AFRICA 


P. N. Barrett Company (Pty.) Lid., 
are looking for another first-class 
imaginative layout artist, preferably 

able to do finished art, with agency 
| experience, for their 


JOHANNESBURG STUDIO 


This is an interesting and enjoyable 
job, carrying a salary of about 
£100 per month (depending on 
qualifications) and good prospects. 
Pleasant working conditions, five- 
day week and superannuation fund. 
Passage will be paid. Write, giving 
full details of previous experience, 
and enclosing a representative 
selection of specimens, including 
as many original layouts as pos- 
, fo: 


Art Director 


P.N. BARRETT 


COMPANY (PTY) LTD. 


P.O. BOX 694, CAPE TOWN 


PRODUCTION. 
Agency 


ADVERTISING COPYWRITER /IDEAS 


MAN wanted for catalogues, teaficts, 
malting pieces. Knowledge of machin- 
or machine wols an advantage. 
Ful details. 
Box 6679 Ad. Weekly 180 Fleet St BC4 
A leading West End 
has a vacancy for a young man 
with previous agency experience. Sound 
knowledge of advertisement and print 
production essential. Write, stating 
fullest details of experience, age and 
salary required to 
Box Ad, Weekly 180 Fleet St BC4 


LAYOUT ARTIST ? 
if you can show that you have 
both flair and sound agency ex- 
perience, if you can produce quick 
visuals or complete schemes for 
both consumer and technical ad- 
vertising, if you work well with a 
team, there’s a good job waiting 
for you now at 
CLARK & CO. LID. 
57-61 MORTIMER STREET, W.1 


Ring MUSeum 5050, Ext. 115 for 
appointment. 


in London publishing house. Pive-day 
week. Previous experience in similar 
work essential. Typing (not shorthand) 
an advantage 

Box 6670 Ad. Weekly 180 Pleet S BOS 


MARKET RESEARCH ORGANISATION 


has vacancy for full-time supervisor 
for field work surveys and training of 
investigators. Write, giving full details 
of past experience, age and salary 


required. 
Box 6713 Ad. Weekly 180 Fleet St BC4 


capable of turning out the right stuff for 
chanical and semi-technical ad 
and print. Excellent salary and prospects. 


Box 6706 
Advertiser's Weekly 180 Fleet St EC4 


VISUALISER 
Up to 
£1,000 p.a. 


.. . and the opportunity to 
work on an interesting num- 
ber of National Accounts 
awaits the right applicant. 
Permanent job in expanding 
provincial Agency. Accom- 
modation arranged. Write 
Art Director, 
Box 6669 
Advertiser's Weekly 180 Fleet St EC4 


COPY DESPATCH CLERK required by 


prominent Advertising Agency. Appli- 
cants should have had experience in 
this work and have passed the period 
of Military Training. Write, giving 
y= 


details of experience and talar 
quired to 
Box 6700 Ad. Weekly 180 Pleet St BO4 


OUTSTANDING OPENING for Youns 


Production Man as Assistant to Produc- 
tion Manager in busy London Agency. 
Every opportunity for advancement to 
efficient worker who has sencral 
grounding in agency production routine 
and is prepared to work for promo- 
tion Write, stating experience = 
salary required to Roles & Parker L 

Rapier House, Turnmill Steet, wer 


PUBLICITY DEPARTMENT of Engin- 


ecring Firm in the Midlands requires « 

young man (under 1) tw assist in 

preparation and production of cata- 
. sales literature and advertue- 

mens. Some experience essential. 

n Prospects. Pension scheme. Canteen 

pply 

Box 6666 Ad. Weekly 180 Pleet St BC4 


Write in the first place to: 


Wanted by D.D.W.S. 


Senior layout artist, 
with at least five years’ experience in a 

_ first-class agency, a sound appreciation of 
contemporary advertising design and the 
appropriate technique to justify his 
conception on paper. 


Senior copy writer, 

with a minimum of five years’ experience on 
national accounts and an instinct for 
writing exciting advertisements, as well 

as good English. 


Both these jobs carry an appropriate salary, 
prestige and prospects. 


Creative Director, 
Dolan, Davis, Whitcombe & Stewart, Ltd., 
35, Park Street, Mayfair, W.1. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 
APPOINTMENTS VACANT 


ARTIST 


We have a vacancy for a thoroughly 
experienced general artist able to 
produce finished work for reproduc- 
tion. One or two specimens but full 
details of experience and salary. 


VISUALISER 
An interesting position is waiting to 
be filled by a man who can initiate 
roughs for clients’ approval “from 
scratch”, 


Walter Pearce & Co. Ltd. 
14/15 Merchant St., Bristol 1 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


: “The engagement of persons answering these advertisements — 
Ee uals ivueab @ Soon Giiee of dhe héiauny of Labear ar o 1 


Scheduled Employment 
omar 5 Ge coptenes © 0 man aged 160 lactase a © women aus 08-69 taciutee 
unless be of she, or the " provisions 


Notification ef Vecumtion Octer 1952.” 


RETOUCHING 
ARTISTS 


WALTER BRIAN Ltd. 
(SILK SCREEN PRINTERS) 
Require the services of a top 
grade representative. Applicants 
for the position, which is perm- 
anent and progressive, must have 


CTION ASSISTANT, experienced 
in handling all stages of mechanical 
detail, required w work on National 
and Technical accounts. Apply in 
own handwriting, for imerview, giving 
details of age, experience and salary, 
to Personne! Manager, Clifford Martin 
Limited, Piccadilly House, Piccadilly 
Cirous, London, $.W.1. 


a sound technical knowledge 
of the industry. 
Write in strict confidence, giving 
full details of experience, ete. 


WALTER BRIAN Ltd. 
407 Hornsey Road, N.19 


required 


in black and white and colour. 
Only top class men need apply. 


Phone for appointment 
MUSeum 8434 


ADVERTISEMENT REPRESENTATIVE 
£ rer 4 


MIDLANDS AREA 

First-class displayed media with considerable 

local appeal 7 | 9 A 

territory. Present salesman earning £25 p.w. 
minimum. Write in confidence to: 


Box 6687 
Advertiser's Weekly 180 Fleet St EC4 


Cae - ios cae 
ee, Fee ek 


GENERAL ARTIST, aged 25-30, re- 

quired for Fleet Street studio, Must 
be experienced in drawing for repro- 
duction, advertisement-layout and 
lettering, Knowledge of type an ad- 
vantage. Five-day week, Details of 
experience, age and salary required w: 
General Manager, Business Publications 
Lid,, 180 Plee S&., B.C4, of phone 


CHAncery $844, Ext, 131 for appoint- 
ment. 


ASSISTANT IN PUBLICITY DEPART- 
MENT of London Scientific Instrument 
Makers wanted. Must be able to write 
in clear, simple English and have 
sufficient knowledge of science to co- marketing nationally advertised con- 
operate with technicians. Able to deal sumer products. jate work in- 
with simple layout, proof correction and volves assisting im preparation of 
all-round cuties of a publicity depart- advertising material in all media. 
ment, Salary offered up two £500 p.a. Prospects excellent for the right man, 
according 1 ability and _ experience. salary according to experience. An 
Five-day week, super early appointment must be made. 
facilities, Please apply, —— = age and Box 6668 Ad. Weekly 180 Fleet St BC4 
experience, to ADVERTISEMENT REPRESENTATIVE 
Box 6566 Ad. Weekly 180 Fleet St BC4 required as chief assistant to the Ad- 

GENERAL ARTIST required to pro- vertisement Manager, good prospects of 
duce good slick roughs and finished advancement for smart man, good 
artwork, figure work an advantage. address, aged 25 to 30. Apply stating 


LARGE NATIONAL FOOD MARKET- 
ING COMPANY wants Assisiam in 
Advertising Departmem, under 30, and 
with experience in a Company or Agency 


Fepruary 4, 1954 


APPOINTMENTS VACANT 


INVOICE CLERK 


Interesting vacancy occurs in busy, 
West End Agency for keen, hard- 
working man or woman to organise 
and supervise an important side of 
the Accounts Department. Previous 
experience with agency, process 
engraver or printer essential. Good 
salary according to experience. 
Pension scheme. 5-day week. 


Write, giving full details of experience 
and present salary: 


Box 6692 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED FASHION ARTISTS re- 


quired by established London Studio, 
only fully compete artists in wash- 
line and colour work should apply. 
er - congenial atmosphere. 
Box 6680 Ad. Weekly 180 Fleet St BC4 


required by egency handling technical 
accounts. Previous expenence on machine 
dverti t and al work 


essential, Age 30-40, 


also 
RETOUCHING ARTIST 
for high class machine tool work, letrering, 
photocolouring. Previous agency expenence 
essential. Write giving experience, age 
and salary. 


40-hour week and no Sats. Experi- age, experience and wage required. 
enced men only. Also Lettering and Box 6691 Ad. Weekly 180 Fleet St BC4 
Still Life Artists required. Write or FikSt CLASS SIGNWRITER for dis- 
phone Mr. Gibbs, Maxwell Clarke play and exhibition work (Trade 
Ltd., 34-35 High Holborn, W.C.1. Union). Top wages and permanency. 
CHAncery 4565. Tudor 8381, 


COPYWRITER/LAYOUT. Experienced 


man or woman to be responsible for 
London manufacturer's technical press 
advertising, and showcards. Agency 
experience desirable. Write stating age, 
previous experience and salary required, 


to 
Box 6675 Ad. Weekly 180 Pleet St BC4 


announce 


Two Important 


Vacancies 


Both will be filled by men of initiative, with 
several years’ practical experience of National 
consumer accounts. 


SENIOR ACCOUNT EXECUTIVE 


to take charge of a group of important national 
accounts. Age be 


proven executive ability should apply. 


SENIOR COPYWRITER 


to work as a member of a vigorous and expanding The Creative Director, 
parmeasive vatlng copy. Enpertmnce on Nasional The London Press Exchange Ltd., 
accounts essential. Salary according to experience. 110 St. * Lane, WC2 ‘ 
Write to: 
THE MANAGING DIRECTOR, C. J. LYTLE (Advertising) Ltd., 


2,344 


C.J. LYTLE (Advertising) LTD., 


DEAN 


tween 30 and 40. Only men of e 


STREET, W.I 


THE 


L.P.E 


has a vacancy with prospects for a 


young layout man with a first class 
art school background and one or 


two years’ agency experience. 


Write giving full details to: 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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Fesrauary 4, 1954 


Tl CLASSIFIED ADVERTISEMENTS 


RCN 


| The man required should 
| have some years of 


are looking 


experience in first-class 
agency practice; he 
should be a willing team 


for 


worker and capable of 
handling the typography 


important national 


a good 


accounts with speed. 
efficiency and style. 
Write in confidence, giving 


typographer 


full particulars to the 
Art Director 
RUMBLE, CROWTHER & NICHOLAS LTD 
184 Strand WC2 


of 


SKILLED RETOUCHER, tchnical sub- 
jects. Highest standard of work; must 
be quick and accurate. Good salary 
to the right man. Central London. 
Rox 6703 Ad. Weekly 180 Pleet St EC4 


if you are an 


ARTIST 


who can create ideas for advertisements 
and sales literature and who can produce 
excellent finished roughs when required, 
please write to: 
Box 6696 
Advertiser's Weekly 180 Fleet St EC4 


AN EXPANDING TRCHNICAL period- 
ical publishing Company are looking 
for an Advertisement Manager, who is 
already making a career of ¥ 
selling and who intends w further and 
solidify that career, We want a man 
youthful in spirit but mature in judge- 
ment His task will be that of 
developing the revenue of a recently 
established industrial journal with a 
guaranteed circulation. Paymem by 
salary and commission. Existing staff 
have been informed of this vacancy. 
fox 6708 Ad. Weekly 180 Fleet St BC4 


Creative 
layout-man 
wanted 


Able to draw and willing to 
prove his worth as a 
permanent member of a 
happy team. 

Art Director 


E. WALTER GEORGE LTD. 
25 Lower Belgrave St. S.W.1. 


APPOINTMENTS VACANT APPOINTMENTS WANTED & 


London Agency Requires 


EXECUTIVE 
cum 


LAYOUT MAN 


Mainly to handle Nationsl Mail Order 
account Must be fully experienced in Press 
and Catalogue work and general administra: 
tion. Appiicants are invited to write in first 
instance, giving age, full details of past 
experience and salary required to 


Box 6694 
Advertiser's Weekly 180 Fleet St EC4 


TECHNICAL COPYWRITER = urecntly 
required. Capable accurate descriptions 
from basic details and drawings. Ability 
to write and spell English cssential 
Experience technical advertisement copy 
an advantage. london, W.!1. Good 


salary 

Box 6704 Ad. Weekly 180 Fleet Sc BC4 
YOUNG MAN required as advertisement 

manager on enthusiasts’ monthly maga- 

vine. Salary, plus commission. Send 


full details, age, experience, ctc., to 
Box 6593 Ad. Weekly 180 Ficet St EC4 
TECHNICAL ARTIST for London, W.1. 
Experienced laying out and executing 
st-class perspective drawings from 
enginecring blueprints. Good salary 
and prospects. 
Rox 6702 Ad. Weekly 180 Pleet St PC4 


ADVERTISEMENT REPRESENTATIVE 


wanted immediately for the North 
London Press. Salary and commission 
Apply. xiving full particulars, w 
Advertisement Manager, London 
Counties Newspapers, 161 Tottenham 
Lane, NA 


APPOINTMENTS WANTED 


Enterprising seis ‘atten 
from South Africa 
Experienced in 

== 
FINISHED work 


‘ou interested 
Phone: trabuner 2559 on 8-10 am 


COMMERCIAL TELEVISION. 
Producer ‘Technician Public School 
BSc. secks position in advertising 
agency or large industrial firm preparing 
for commercial TV. Varied experience 
in film industry, both executive and 
technical. Has independently produced 
films for industry as well as for 
theatrical release Good connections 
and references 
Box 6687 Ad. Weekly 180 Pleet St PC4 

BRILLIANT COPYWRITER highest re- 
commendations—seeks free-lance work; 
would collaborate 
Box 6688 Ad. Weekly 180 Pleet St EC4 

ASSISTANT ACOOUNT EXECUTIVE. 
Nine years’ experience in Printing, 

Engraving and Advertising 
Agencies. Knowledge of all branches 
of advertising. Desires position with 
London Agency or National Advertiser. 
Box 6689 Ad. Weekly 180 Pleet St FC4 

SECRETARIAL AND OFFICE STAFF. 
We introduce efficient candidates for 

vacancies 


Film 


House, Whitcomb . 
W.C2. WHlitchali 5924. 
PERSONABLE YOUNG LADY, com- 
petent secretary with literary agency 
plus selling experience secks nfon- 
secretarial post in Advertising world, 


representation, or would welcome offers 
Box 6672 Ad. Weekly 180 Fleet St BC4 

WELL-KNOWN ARCHITECTURAL / 
SCENIC MODEL-MAKER; Designer 
Writer and Iustrator of Craft Books 
and articles (Commercial § art 
draughtsmanship training) secks 
outlet for his specialised abilities and 
experience. Regular employmem on 
free-lance basis preferred, but would 
consider outside engagement. 
Wickham, 49 Station Road, 
thorpe, Leicester. 


Coumes- 


“ HAND - PICKED” SECRETARIES, 
TYPISTS, Teciephonists and all other 
office staff.-The Wigmore Agency, 67 
Wigmore St.. W.1. HUNter 9951/2/3. 

FPXPERIENCED STUDIO MANAGER, 
Slick layout ideas Stylish figure 
illustration, secks change 
Box 6686 Ad. Weckly 180 Pleet St BC4 

WILL AGENCIES PLEASE COPY and 
ideas man with offers of an interesting 
post to 
Rox 6693 Ad. Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


LAYOUT ARTIST (Px. 
in folders 
missions. 
Box 6100 Ad. Weekly 180 Fleet Si: BC4 


Pig.), specialises 
and brochures, seeks com- 


FIGURE STUDIES AND PIN-UP 
PHOTOGRAPHS 1 

Studios, 7 Stockwell Road, London, 
S.W.9, Tel.: BRE IT. 

THIS ORGANISATION is interested in 
free lance figure artisu, typographers, 


photo retouchers and line artists 
phone TAT 0900 
FASHION. Agency 


lele- 


in south wishes to 
comtact competem free-lance fashion 
artia who will give good occasional 
service at reasonable prices. Specimens 
returned promptly 

Box 6677 Ad. Weekly 180 Pleet St BC4 


FIRSI-CLASS  Free-lance Retoucher, 
mechanical subjects 
Box 6682 Ad. Weekly 180 Fiecet St BC4 
A COMPLETE SERVICE for the adver- 
tier. Ideas, layout, artwork, blocks, 
print, for leaflets, brochures, adver- 
tisements, etc 
Box 6683 Ad. Weekly 180 Fleet St BO4 
PREF - LANCE ARTIST /DESIGNER 
specialising in good lettering and line 
wishes to contact printing houses re- 
quiring a speedy postal service of 
designs and or finished artwork 
Rox 6684 Ad. Weekly 180 Ficet St BC4 
FREE LANCE ARTIST. Agency ecxperi- 
ence, requires art work, Charges reason- 
able. EMBerbrook $310 


. SALES AND WANTS 


CAMERA LUCIDA. Acrograph unit, 
and airbrush required 
Box 6685 Ad. Weekly 180 Fleet St BC4 


CITY OF | 
MANCHESTER 


Library Theatre, St. Peter's Square, 
Manchester 2 


Tenders are invited for the right to 
exhibit advertising slides during 
intervals in the productions of the 
Library Theatre. Applications should 
state the annual rental offered for 
the rights, the type of apparatus it is 
intended to employ, and the approx- 
imate number of advertising slides 
it is intended to display. The 
provision and maintenance of the 
necessary apparatus and its opera- 
tion will be the responsibility of the 
applicant and allowances should be 
made for this when tenders are 
submitted 


Tenders should be submitted to the 
Chairman of the Libraries Committee, 
Town Hall, Manchester 2, by 
Saturday, 13th February 1954, and 
must be sent in a plain sealed 
envelope, endorsed “ TENDER, 
ADVERTISING SLIDES, LIBRARY 
THEATRE ” 


PHILIP B. DINGLE, 


| Town Clerk. 


"Phone your Classifieds to CHA 8844 (Ex 25) 


ADVERTISER'S WEEKLY 


DUPLICATING. No order tw large or 
too small, we spectalise Send your 
copy for quotation (or a request our 
Representative will call) to: Secretariat 
Services, Lennart Agencies, 4-5 William 
TV Street, Strand, W.C.2. TEM, 1744 


BUSINESS OPPORTUNITIES 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photwo-litho or letterpress (own 
photo-litho process plant). 
CARILLON PRESS LTD. 

Pine Colour Primenm, Bournemouth. 
Telephone Boscombe 36835. 
London Office 98-100 Pileet Sireet, 
LCA Phone: CENtral 1740 


A PUBLISHING HOUSE ts prepared to 
offer £5,000/£10,000 for the outright 
se of, of controlling interest in, 
a financially sound and well-established 
Trade Journal 
Bon 6325 Ad. Weekly 180 Pleet St BOS 
VETREOUS ENAMEL ADVERTISING 
SIGNS used by advertiser in 
numbers Quotations wamed 
Rox 6663 Ad. Weekly 180 Pleet St BCS 


ACCOMMODATION — 


Medium Size Agency offers 
FLEET STREET AREA 
ACCOMMODATION 
and ofl staff services to Small Agent or 
Consultant. Write in confidence. Principals 
only 


Box 6671 
Advertiser's Weekly 180 Fleet $t EC4 


SHARE OF STUDIO offered. Good 
address, off Fleet Street. Good tight 
Lift 
Box 6667 Ad. Weekly 180 Fleet St BCA 

HAVE YOU A SPARE OFFICE? Or 
wish tw take over premises with one 
office too many’? Freelance artia re- 
quires such in Mayfair district. £75 
p.a. exclusive 
Ron 6712 Ad. Weekly 180 Pleer St BO4 


PERSONAL 


WRITERS AND 
Haymarket, 


ARTISTS CLUB, 11 
London, 8.W.1, Pres.: 
. Strong. Rendervous for 
and allied professions in the 
of London, Membership 


MISCELLANEOUS 


DERTS collected throughout 
result—no fee. Brilegal Gass 
80 Leeds Road, Bradford 


COURSES 


‘AA and IPA’ 


EXAMINATIONS 


INTERNATIONAL CORRESPON- 
DENCE SCHOOLS offer comprehen- 
sive and uptodate Home study 
Courses and Tuition in preperation 
for the above examinations. 
Courses have been prepared by ex- 
poms and successful advertising 


No 
1919), 


a after year LC.S, Students igure 
prominently in the lists of passes and 
with our help many advertising men 
and women have become Associates 
of 11.P.A. of AA. Gploma 
holders 

All our candidates are coached until 
successful without extra charge, 


We also give specialised training in 


COMMERCIAL ART, POSTER 
DESIGN, LETTERING and SIGN 
WRITING. 


Write to-day for tree book phe — — 
full information about 
instruction service, 


cccmpenenemnanes: Kingeway, we. 2 
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ADVERTISER'S WEEKLY 


Advertiser's 
Weekly 


THURSDAY, Frepruary 4, 1954 


S. a copy 
52/6 a year 
Post free 
55/- (overseas) 


EERE 


NET SALES 
JULY- DECEMBER 1953 


AVERAGE 


1,100,505 


COPIES PER ISSUE 


AVERAGE FOR THREE MONTHS 
OCTOBER - DECEMBER 1953 


1,107,500 


COPIES PER ISSUE 


THE STAR continues to offer advertisers 
the lowest rate per inch per thousand of any 
London Evening Newspaper 


ROY CLARK, Advertisement Director. 
12-22, Bouverie Street, London, E.C.4. ‘Phone : CENetra! 5000 


Published the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180 Fleet Street, 
7 February 4, 1954. Printed in England by Keliher, Hudson & Kearns Ltd., 


15-17 


‘STOP PRESS 


NEW SCHEME 
FOR BIF 


| The B.LF. (Guarantees and 
Grants) Bill read first time in Com- 


mons yesterday (Wednesday). It 
“y effect to proposals announced 
ast November by Mr. Heathcote- 
| Amory, Minister of State, Board of 
Trade, says Press Association. 
These are that London section ot 
| B.LF. shall be handed over to a 
non-profit making company but that 


Birmingham section 1 continue 
to be run by Birmin: Chamber 
of Commerce which will have a 


member on board of new company. 
Bill will guarantee initial working 
capital for five years and make 
— for publicising B.LF. as a 


SCHWEPPES’ U.S. 
CAMPAIGN PRAISED 


As international competition in- 
creases the need for salesmanship 


Macdine. =. Lag — 


tary to the Treasury, told London 
Branch 1.8.M.A. There was pressure 
on salesmen ev here to create 
new markets a make potential 
customers aware of their own 
needs. Outstanding example of 
British advertising and selling tech- 
nique was Schweppes’ campaign in 
N. America. 


‘ a Jefferies, and 
iNiam 


wr 7 of 
| Wai, Lid., the Bayswater store, 


appointed assistant general man- 
| ager. New advertisi manager is 
_W. R. Creed, form advertising 


| manager, Spratt’s Patent Led. 


1] 


First issue of “The Scottish 
Miner,” published by Scottish Area 
of the National Union of Mine- 


| David Macaulay preparing cam- 


for the Dean's Rag Book 
o., Ltd., to cover wide field of 
women’s interest magazines, child 
as. and nes and parent in- 
| ines. To promote new 
range the ae wear, 
games, toys J we - rag books. 
Similar campaign in preparation for 
Merton Manufacturing Co., Ltd., 
a subsidiary of the Dean's group. 
Newslines appointed am and 
public relations officers Bally's 
Aarau Shoe Co., Ltd. “Ball 
Switzerland), and John Hare «& 
Blanes Lid., dress manufacturers. 


London, B.C4. (Phone: * eee Lonel 
Hatfields, London, $.E.1 
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